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Information for Displaymen 


TORK CLOCKS are today controlling the win- 
dow lights of many of the most progressive and 
largest stores in the country. 


Electricians everywhere have selected TORK 
CLOCKS to manage their OWN lighting. 


TORK CLOCKS are especially-adapted to display 


windows which are trimmed at night. With a 
TORK CLOCK the lights may be turned cn or off 
by hand when trimming the windows. NO RE- 
SETTING IS REQUIRED AFTERWARDS. 


Tork Service provides for satisfactory performance 
over an indefinite period. 


Make sure that your windows are controlled by.a 
TORK CLOCK. It will insure regular lighting and 
the largest profits from your displays. 


ASK FOR CATALOG. Complete description and prices sent immediately on request. FREE DEMONSTRATION. 
Send name and address of your electrician, and havea TORK CLOCK demonstrated without obligation to you. Address— 


Tork Clocks are built for the Tork Company by the 
Ansonia Clock Company, makers of fine clocks for 
more than hclf a century. Tork Service insures long 
life and good performance at reasonable cost. 


TORK COMPANY 


8 WEST 40th STREET, NEW YORK 
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You can make your own 


CUTAWL 


ESSRS. McCallum & Co., of Pittsburgh, in 
sending us the photograph which is repro- 
duced above, write that it is a part of their 

Pittsburgh show room, and that practically every- 
thing shown there was cut out with the Inter- 
national Cutawl. A majority of their large and 
fine exhibit at the Buffalo convention was also 
made with the Cutawl. 


Best of all, anybody can use the COUTAWL 
just as effectively with little practice. 


In designing and constructing temporary back- 
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unusual 
and artistic window displays with the 
INTERNATIONAL - 





grounds this machine gives the display man un- 
limited opportunities. It is especially adapted for 
making show cards, cut-out and raised letters, arti- 
ficial flowers, signs, stencils, etc., many at a time. 


The little CUTAWL chisel makes 2000 strokes 
a minute, goes just where you direct it, through 
paper, cardboard, cloth, wallboard, cutting through 
layers of material up to nearly a half inch thick. 

Many display men have written us that they 
would not do without it. 


Write us on your letterhead for particulars. 


THE INTERNATIONAL REGISTER COMPANY 


13 SOUTH THROOP STREET 


CHICAGO 


September, 1924 
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September Conventions Make Display History 


POCH making history in the onward march 
of window display as the most important 
of all advertising mediums will be written 
this month. with the convening of two 
two important conventions—that of the 

Window Display Advertising Association at Cleveland, 
Ohio, and that of the Pacific Northwest Display Men’s 
Association at Spokane, Wash. In each instance it is 
the first annual convention and not only marks a mile- 
stone in the progress of window display, but indicates 
in a most emphatic manner, recognition of the necessity 
of proper organization in this progressive field. 


The publishers af The DISPLAY WORLD take 
this opportunity of extending greetings and good 
wishes to both conventions. It is gratifying to see 
the rapid culmination of so many of the predictions 
contained in this page of The DISPLAY WORLD in 
past issues. Many times has the hope and belief been 
expressed that solidified, properly conducted organiza- 
tions would demonstrate to the public, the importance 
and value of window display advertising. These two 
conventions are but the expressions of the felling that 
finally found form in two co-operative organizations. 


The Window Display Advertising Association has 
accomplished wonderful results in the short time the 
organization has been in existence. Born only last 
March, this very page predicted the association would 
register the most rapid progress that could be shown by 
any organization in the advertising field. This was 
soon evident by affiliation of the association with the 
Associated Advertising Clubs of the World, and it is 
not only its newest, but one of its most active depart- 
mentals. National advertisers are hungry for the 
knowledge and co-operative effort that the association 
is providing for them and_on the eve of the first an- 
nual convention, The DISPLAY WORLD. predicts 


further progress and new achievements in the field of 
window display advertising, particularly that branch 
so closely followed by the national advertisers. 


The Pacific Northwest Display Men’s Association 
is the culmination of long dreams of the displaymen 
of the Coast district, and these dreams were upheld 
and furthered constantly by the support of The 
DISPLAY WORLD. The time has now arrived 
where sufficient organization of the profession has been 
secured on the Pacific Coast to provide a convention, 
which will be on a par with the annual conventions held 
by the parent organization, the International Associa- 
tion of Display Men. Speakers of prominence, demon- 
strations of actual window displays, exhibits of manu- 
facturers and other interesting features will mark the 
three days’ sessions. To this association, The DIS- 
PLAY WORLD predicts further success and believes 
that the annual gatherings will grow in interest and 
size. 


September is proving another epoch making month 
in the rapid progress of window display, and only adds 
another page to the great book of advance in this field 
that will be reviewed when next January rolls around, 
and The DISPLAY WORLD issues its Second Annual 
Display Review. Most any person interested in win- 
dow display from any angle will agree there will be 
plenty to talk about and plenty to summarize, then, to 
show the year 1924 the greatest in all window display 
history. 


Advertising clubs throughout the country can well 
follow the example of the Cincinnati Advertisers Club 
in establishing window display groups, or departmen- 
tals. These groups afford a splendid opportunity for 
study of window advertising in all its phases. This is 
anothér achievement that will go down in the records 
of the year. Truly 1924 is a momentous display year! 
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Italian Renaissance 
(Tuscany Design) 

+ 7 e 

in Display Fixtures 
help to form exceptionally attractive setting for mer- 
chandise when placed on display. 
The Design of a Period Fixture in wood is always 
correct (if its adaptation has been carefully planned 
and executed.) This is a reason that when correct 
designs are used for display work, successful sales re- 
sults can be produced—a neat, distinctive Period Fix- 
ture attracts favorable attention to your merchandise, 
for people recognize that the appearance of the dis- 
play is correctly and properly appointed. ‘ 
A uniformity of display is further secured and be- 
cause Fixtures are practically built, serve display pur- 
poses in a fine manner that makes unit grouping of 
merchandise decidedly possible. 
The attention of people is secured when merchandise 
is presented in a neat and attractive manner. 
Our service is to build Fixtures properly. The Italian 
Renaissance (Tuscany) Design is fully described in 
our new booklet, which will be gladly mailed at your 
request. It has many new ideas that may be of 


interest for you. Write us about it. No. 5505 Italian Renaissance 


: Design Dress and 
(Wood-metal and papier mache Display Fixtures and ¢ oe 5 ela ee 
forms). 


Costume, Blouse and Waist Forms 
always modeled for last minute correctness. Beauti- 
ful, natural flesh-colored enameled busts, white jersey 
body coverings, making an ideal form:for showing 
latest styles in a pleasing way. 
| Hugh Lyons & Company 
Lansing, Michigan 
No. 5501 


) SALES OFFICES No. 5509 
Italian Renaissance New York—35 W. 32nd St. 


T Desi 
. ons a + sci 7 Chicago— 217 W. Jackson Blvd. 
Latest Model ; Baltimore— No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. 
No. 5516C 
No. 5515 Italian Renaissance No. 5516A Italian Renaissance (Tuscany) Design 
(Tuscany) Design Table . Plateau and Flat Top Displayer 
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Store Emphasizes Value of Display 


New York institution executive in interview explains why new 
front contains two small show windows 


By WILLARD D. HART 
New York Correspondent, The Display World 


EALIZING the importance and value of 
display window space, Arnold Con- 
stable & Co., have just contracted to have 
their Fifth avenue store front and entrance 

remodeled. The plans of alterations call for addi- 

tional window space to provide for a better presen- 
tation and exhibition of their stock to the cus- 
tomers. 





Not that the old entrance was not handsome and 
adequate, but .it had too much false stonework. 
Which, while having a staunch and solid appear- 
ance, it nevertheless was a waste of valuable space 
that could be put to much better use. 

The present front has two massive ‘stone col- 
umns on either side of the entrance measuring 
something like four feet. The interior steel column, 
however, measures only about fourteen inches. 
These are being revamped so that all of that stone- 
work will be removed except flush around the steel 
girder. The removal of these two stalwart columns 
and that around two other stone columns that will 
be reduced to two 
inches between the 
doorways in the en- 
trance, allows for 
the addition of two 
new display  win- 
dows, the value of 
which, are consid- 
ered beyond compu- 
tation by the heads 
of the firm. 

Ralph B. Peck, 
vice president and 
merchandise man- 
ager of the store, 
one of the _ best 
known retailers in 
the country, consid- 
ers windows one of 
the most vital or- 
gans of a retail or- 
ganization and the 
greatest silent sales- 
men in the world. 

With these 
thoughts in mind, 
the store is now hav- 
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(This interesting article is continued on page 44) 


.ing construction work done that runs into thous- 
ands of dollars. What is the advantage of the ex- 
penditure of this vast amount of money by the 
store? It gives a beautiful front and appearance 
to the store, one might say. That my be true, but 
is that worth thousands of dollars? Yes and no. 
It is, of course, to the advantage of the store to 
make the store attractive to its customers both on 
the exterior and on the interior. The interior of 
this store was all changed only a year or so ago. 


It was the use of two additional windows that 
caused the store to spend all the money; the vast 
importance and value of these two windows facing 
the great retail shopping street in the world. That 
is what made it advisable and profitable for this 
store to undertake the rémodeling of their front. 
Those two windows cannot be measured in dollars 
and cents, Mr. Peck says. They can only be meas- 
ured in the amount of business that any well dressed 
window is bound to draw to a store of reliable 
character and reputation such as Arnold Constable 
& Co., enjoys. 

It is just such ag- 
gressiveness as this 
that will build up the 
Arnold Constable & 
i Co., store to a point 
s<<: where it will do a 
maximum business 
in the space they cc- 
ee “ cupy within a com- 
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paratively short 
ce space of a few years. 
; When Arnold Con- 

stable & Co., was 

taken over by the 

present ownership 

only a little more 
; than a year ago, a 
we business of only 
¥ about $1,000,000 or 
i less was: done in a 
3 plant that is large 
m ~~ enough to conduct 
&< =a volume of $10,000,- 
i 000 or even more. 
In the short space of 
little; more than a 
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What Was Greatest Merchandising 
Window Display of Year? 


The DISPLAY WORLD offers two prize trophy cups to displaymen 
who can show by figures the outstanding two displays that 
sold the most merchandise while on view 


HAT was the outstanding window dis-. 


play of the year 1924 in merchandising 
value? 
What window display in the United 
States sold the most merchandise in the time it 
was in the view of the public? 

The DISPLAY WORLD would like to know. Its 
thousands of readers would appreciate the informa- 
tion. The entire window display advertising field, 
merchants and advertisers, would carefully analyze 
the data. 

The year 1924 has witnessed the most remark- 
able window displays since this form of advertising 
began to be used. There is no question but the most 
artistic displays of all time have been unveiled to 
public view. But it has not always been the artistic 
display that has disposed of the most merchandise. 
It is the sales-compelling display that The 
DISPLAY WORLD and its readers want to know 
about. | 

Window display has the greatest circulation of 
any form of advertising. Sales of any product can 
be traced directly to window display as made evi- 
dent by the questionnaire sent out to a random 
list of customers the past year by the Robert Reis 
Underwear Company, of New York City, asking 
those customers what caused them to buy that par- 
ticular brand of underwear. Seventeen per cent 
bought because of the recommendation of a satis- 
fied user; twenty per cent bought because of some 
advertisement ; twenty-one per cent bought through 
salesmanship on the part of the retail clerk and 42 
PER CENT BOUGHT BECAUSE OF WINDOW 
DISPLAY! 


It would be extremely interesting to know what 
window produced the most sales of the product dis- 
played, and where that window was located— 
whether it be in Seattle, in Kokomo, in the small 
or the large city, in any part of the United States. 


The DISPLAY WORLD, therefore, intends to 
make it possible to give this information to the en- 
tire window display advertising field. Let’s find out 
and convince the dealer, the advertiser, the display- 
man, that advertising at the point-of-purchase is the 
most valuable of all. 


The publishers of The DISPLAY WORLD ar 
nounce that they will give a valuable, handsome 


silver championship cup to the display director of 
the retail store of the United States, who produced 
the window display that proved to have the greatest 
merchandising value, in actual percentage of sales 
inside the storee, traceable to the window. Such 
display MUST not have employed any dealer-helps 
or national advertising material, but MUST have 
been a display installed strictly on the merits of 
the merchandise picked from within the store. 

The display MUST have been installed between 
the period of January 1, and December 1, 1924, and 
the photograph, data and descriptive matter must 
be in the hands of The DISPLAY WORLD not later 
than midnight of December 15, 1924, to be con- 
sidered in this competition. 

Under the same conditions another award—a 
silver cup—will be given to the display director of 
the retail store of the United States who produced 
the window display using national advertising ma- 
terial, and exploiting some nationally advertised 
product, that proved to have the greatest merchan- 
dising value in actual sales inside the store, trace- 
able to the window display. 

This great contest begins with the publication 
of this issue of The DISPLAY WORLD—Septem- 
ber 15th, and closes at midnight, December 15th, 
1924. Three months in which photographs and de- 
tailed articles, descriptive of these great displays of 
1924 can be submitted! The judges will then begin 


tabulation of the results, and announcement of the 


awards will be made in the Second Annual Display 


‘Review of The DISPLAY WORLD, to be published 


January 15, 1925. 


Each photograph must be accompanied by a 500- 
word article, not only describing the display, the 
merchandise used, etc., but showing exactly what 
amount of merchandise was sold, directly traceable 
to that particular window display, inside the store. 


Here are some outstanding facts concerning re- 
cent remarkable window displays with merchandise 
value: 

A window display of Squibb products, produced 
by E. R. Squibb & Sons, of New York, utilizing a 
pair of huge spectacles through which the public 
was forced to look to see the display, was installed 
in a drug store window in the busy financial dis- 
trict of New York City. On one day, between 10 
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and 11 o’clock in the morning, 1,014 persons actually 
stopped and tried to peer at the display. The re- 
sult: Sales of Squibb products inside the store in- 
creased 900 per cent in three days, over the pre- 
vious three days! 

A window display of boy’s wash suits in the 
John Shillito Company’s department store, in Cin- 
cinnati, sold twenty-five dozen wash suits in two 
days without any other form of advertising being 
used whatsoever ! 

A window display in the S. F. Iszard Company’s 
department store in Elmira, N. Y., sold ninety re- 
frigerators in three days! 

A display in Schuster’s store, Milwaukee, Wis., 
sold 11,400 bars of Eline’s chocolate in two days! 

A window dispiay in the C. F. Hovey Company’s 
store, Boston, Mass., sold 6,465 neckties in two 
days, despite a downpour of rain that continued 
both days! 

A window display of cigarettes in one of the 
United Cigar stores in Albany, N. Y., sold $1,046.07 
worth of cigarettes in two days! 

A window display in the Stowers Furniture 
Store, Houston, Texas, sold 100 kitchen cabinets 
in a day and a half. 

Ned Mitchell, superintendent of displays for the 
L. K. Liggett chain of drug stores reports the fol- 
lowing astounding instances of merchandising dis- 
plays: 

A window of bead necklaces in a New York store 
sold more than $1,000 worth of necklaces in one 
week. 

A window display of chocolate bars in all Lig- 
gett Drug stores sold $174,000 worth of chocolate 
bars in four months. 

A window display of alarm clocks in a lower 
New York store sold 78 clocks the first day and 
58 clock the second day. 

The Providence, R. I.,. store sold 6,000 wash 
clothes from a single window display in two weeks. 

A window display of pepperment patties in- 
stalled in one of the Liggett stores and finished at 
4 p. m., sold 250 pounds of the confection before 
6 o’clock of the same day. 

Inside of one year, 565,000 half-pound packages 
of tea were sold in the chain of Liggett stores 
through window displays! 

These examples will start anyone to thinking. 

Have you, Mr. Displayman, or Mr. Merchant, 
produced a window display in 1924 that produced 
equally astounding results? No doubt there were 
many of them. 

Let’s hear about them. Send in the photograph. 
Confine your story, descriptive of the display to 500 
words. Send them in now! Every entry will be 
filed in the order it is received, and an efficient, 
competent board of judges will make the decision. 
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The progress of the contest will be announced each 
month in The DISPLAY WORLD, and the final 
decision will be an outstanding feature of the Second 
Annual Display Review for January, 1925. 

Never before has there been such an opportunity 
to delve into the actual facts about window display 
advertising! 


Window Tells Story of Lost Mail 


By linking up educational propaganda with 
stationery display, results are good 





By ALSON BRUBAKER 
Secretary, Walker Brothers, Fargo, North Dakota 


— displays that cause the public to stop and 
consider facts are most effective in creating attention 
to the merchandise displayed. We have found this to be 
true in our plan of making the window displays for Walker 
Brothers, lithographers, printers and stationers, tell a story, 
each one a distinct and separate story. 
This is shown in the accompanying illustration of a 
window display of stationery. The cut-out figure and the 
mail box alone attraut attention to the window, because 





Mr. Brubaker’s Clever Stationery Display 


these are the central points of attraction. However, the 
passerby who stops to observe the display cannot continue 
on his way without being attracted to the mail carrier’s 
uniform and filled mail sack, with the closely ajacent sign, 
which tells the story that the postmaster is only too glad 
to have reach his patrons—the story of the proper address- 
ing of letters. 

Such a plan may be followed out in dozens of window 
displays that can be linked up with local subjects and made 
te carry sufficient appeal to combine sales and human 
interest. The display pictured was aided by some of the 
national advertsing produced by the White & Wyckoff 
Company, manufacturers of Autocrat Linen stationery. 





NEW FIRM IN WINDOW DISPLAY FIELD 

William Edward Harlan, formerly display manager for 
the A. S. Aloe Company, optical firm of St. Louis, has be- 
come a part owner of the C. Harold Pittroff Company, 
716 Washington Street, and the new firm has an extensive 
program of manufacturing backgrounds, drapes, valances 
and special fixtures for window displays laid out. Mr. Har- 
lan announces the firm has adopted the Standards of 
Practice of the Window Display Advertising Association 
as its guide in business. 





OPEN NEW STORE IN COUNCIL BLUFFS, IOWA 

Leon Brothers, Omaha, Nebraska, hatters and men’s 
furnishers, have leased a building in Council Bluffs, Iowa, 
and will shortly open a new branch store. Unusually at- 
tractive display windows are being installed. 
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Selling Power in Realty Displays 


Company in erecting magnificent new building installs battery of 
show windows and establishes display department 


By JOSEPH F. MINNING 
Display Manager, Frederick A. Schmidt Co., Cincinnati, O. 


Two of the Remarkable Clever Real Estate Displays by J. F. Minning for Fred’k A. Schmidt Co. 


EAL estate window displays might be con- 

sidered by many displaymen as merely 

“good will” affairs, but the Frederick A. 

Schmidt Co., of Cincinnati, has found they 

have merchandising value, the same as any other form 

of displays. This is due to the many inquiries that are 

directly traceable to displays that have been used_ since 

the battery of windows has been employed for that 
purpose. . 

Of course, our company has an advantage over a 

great many real-estate concerns, in the fact that 1ts mag- 

nificent new building, situated at Fifth and Main 


Streets, in Cincinnati, on one of the city’s most promi- 
nent corners, is in itself an attraction. The architecture 
and compelling appearance of the skyscraper draws im- 
mediate attention. and, of course, the eye soon travels 
to the spacious windows, with the result that the ‘dis- 
plays have “played” constantly to tremendous crowds. 

In our displays we endeavor to tell a complete story 
in each window. By dramatizing the display: and with 
the liberal use of attractive show cards, we have caused 
crowds to stop, not for a casual look, but to study the 
displays. Recently one window contained a fireman’s 
outfit—axe, hat and fire extinguisher. The show card 
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reminded the passersby of the necessity of obtaining 
fire insurance on their homes and household goods. One 
morning, when the ground floor offices were opened, 
the fire insurance department was visited by a Cincin- 
natian, who sad: “My wife and I observed that window 
display last night, and she made me promise to come in 
the very first thing this morning, as soon as you had 
opened up, in order to take out some insurance on our 
household goods. It was something we had overlooked 
until we observed your display.” And thus we were 
able to trace direct sales to the displays. 


The backgrounds of our windows are such that 
practically only half of the heighth of the window is 
available for the actual display. Thus the size assumes 
about the same proportion to the jewelry store display. 
We have eight windows in the battery, two on the Fifth 
Street frontage and six along the side of the building 
facing Main Street. The silken curtains afford natural 
backgrounds for settings that must be simple but ap- 
pealing. 

One of the displays recently installed which at- 
tracted much attention was that containing the portrait 
of the eminent Chinese philosopher, Kai Lang, whose 
profound and witty observations appear exclusively in 
the advertisements of the Frederick A. Schmidt Com- 
pany. The public was urged to watch for them in the 
show card accompanying the display. With Chinese 
lanterns and oriental atmosphere and coloring, this dis- 
play caused many passersby to stop. 

Another appealing display depicted a typical Irish 
scene. The jig-cart and the thatched roof cottage were 
carried out in detail. One card read, “The Thatched 
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Mr. Minning’s Thatched Roof Cottage Disblay for Fred’k A. Schmidt Co., of Cincinnati 


Roof Cottage is celebrated in song and story, but it was 
not very. strong in rainy weather and was likely to blow 
away ina storm.” The second card read, “The High 
Cost of Living today is due in a large measure to con- 


veniences which we have come to look upon as neces- 
sities. It’s worth thinking about when you are tempted 
to complain.” The comparison betwéen the two cards 
held the wrapt attention of the crowds that stopped 
before the window. 

In a double illustration accompanying this article 
will be noticed two displays that each carried a story of 
interest. The display in which two trees and a minia- 
turé replica of a sign board was used to advertise our 
East Grandin Park Subdivision. The card read, “East 
Grandin Park is a most desirable residence section.” 
The small de luxe billboard read, “24 New Subdivisions 
have been added to Cincinnati in the last ten years by 
the Fredk. A. Schmidt Co., Because of its large organi- 
zation this company is in a peculiar advantage in hand- 
ling development work.” The advertising feature of 
this display was strong. The display containing the 
poster of the old-time ship contained a card which read, 
“The Ancient Mariner steered his ship by the sun, the 
moon and the stars. It is still possrble to navigate a 
vessel in that manner. But the master of a modern 
liner today uses a compass, whichis far more satisfac- 
tory under all conditions. Likewise it is still possible 
for a man to manage his own property even as he did 
in years gone by. The wise man, however, entrusts his 
work to those who specialize in that line.” To add a 
touch of human interest to the display, a ship’s compass 
was placed near the poster. 
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Extending Window Display Lighting 


Floodlight attached to rear of the show window can also be used 
to illuminate the store after closing 


September, 1924 


By J. J. MCLAUGHLIN 
Illumination Dept., Westinghouse Lamp Co., New York City 


OT many years ago (and in some sections 


to this day), the storekeeper, when closing 

his ‘store for the day, drew the window 

and door curtains or put up the wooden 
shutters, and turned out all the lights! This practice, 
however, has been replaced by modern day selling and 
merchandising methods. Show windows must be on 
the job long after the clerks have gone home. Buying 
may cease at sundown, but the desire to buy may still 
be created if goods are presented to view. 

Not only are variety and quality of goods essential 
to business now-a-days, but the merchant’s sales de- 
pend largely on the proper display of goods and the 
attractive appearance of the inside of the store and 
windows. , 

Due to the strenuous competition of modern selling 
and the fact that people buy most readily on sight, the 
show windows have become of great importance in mer- 
chandising. Especially is this true in the evening, when 
well illumiriated show windows attract attention by 


contrast, and when the passerby has time to stop and 
look at the display. 

Show window lighting in the last few years has 
developed from the haphazard use of a few outlets 
equipped with different kinds of reflectors and fixtures, 
not always suitable for such lighting, to better designed 
types of reflectors especially made for this particular 
kind of illumination. The number of outlets have, as 
a rule, been increased, as have the sizes of lamps, thus 
increasing illumination intensities from a few foot- 
candles up to 20, 30, 40, 50 or 100, and even higher in 
some cases. 

The effect of illumination on the window display is 
somewhat similar to its effects on a painting. Even 
though the painting be well done, if the illumination, 
whether natural or artificial, is poor and badly arranged 
the effect of the picture is spoiled. No matter how 
attractive the window display is, it can be robbed of its 
effectiveness through poor lighting. 

One of the outstanding developments made in show 














CEILING PULL SWITCH — 


ENTRANCE 


REGULAR WINDOW 
LIGHTING OUTLETS 


, 














SHOW-WINDOW FLOOD- 
LIGHT UNIT FOR 
SP-ciIAL WINDOW 
LIG ATING 


OISPLAY OBWVECT’ 





a oe & O70 0p > 4:0? ap TRS PREC UALS Te SE WY SE FP 





to; 
ELEVATION 


























and 


; has 
itlets 
ures, 
gned 
cular 
e, as 
thus 
foot- 
er in 


ay is 
Even 
tion, 
nged 
how 
»f its 


show 














September, 1924 


window lighting is the use of a lighting unit known as 
a show window spotlight or floodlight. Figure A shows 
one of the several types now on the market. In addi- 
tion to the regular window lights, this unit may be 
attached to the window ceiling or frame, either in the 
center or corner of the window, and projected down- 
ward on some special article or particular part of the 
window display which it is desired to have stand out 





Figure A 


more prominently than the rest. At the same time, the 
unit will add to the balance of the display a certain 
amount of light in addition. to that furnished by the 
regular window luminaires. 

The well lighted show window having proven an 
asset to the merchant, why not extend this idea by using 
a show window floodlight to illuminate the interior of 
the store after closing time? Such a floodlight will not 
only serve to display merchandise in the interior, but 
may also be used as an all-night light for protection. 


The unit may be installed on the ceiling at the location, - 


as indicated in Figure B, connected to an outlet as 
shown, in Figure C, and controlled by a ceiling pull- 
switch mountéd on ceiling close to the unit outlet. 

One unit can be so adjusted that the average small 
size store will be floodlighted to a fair intensity. If it 
is desired to present a color effect, colored gelatin 
screens with holders can be attached to the reflector, 
the screens being available in colors of red, blue, green 
and amber. The unit is made to take the standard 200 
watt Mazda gas-filled lamp. If the store is very large, 
additional units should be installed in more than one 
location. A lighting unit of this kind would prove of 
value to many retail stores, but especially where there 
is no window back and where the interior of the store 
can be seen through the windows. 





DISPLAYMAN MOVES TO NEW YORK CITY 

Jerome Jaffrey, interior displayman at Abraham & 
Straus, Inc., Brooklyn, N. Y., will become first assistant 
to A. C. Elder, display manager of the new Saks & Co.,, 
upper Fifth Avenue store. Leo Kelly, of Frederick Loeser 
& Co., Brooklyn, will also be associated with the display 
department of the new Saks store. 





DISTRICT DISPLAYMEN ARE TRANSFERRED 

Rudolph Montrose has been appointed display manager 
for the United Cigar stores in the Connecticut district, in- 
cluding Ansonia, succeeding Morris Heffler. 
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Smaller Towns Can Do Better 


Such is belief of display manager who 
has clever window in small city 


By GLENN H. JONES 
Display Megr., Jervis & Co., Vinton, Iowa. 


_ smaller towns can produce better window displays 

than they have been doing, even with the equipment 
and merchandise they have available. I am a firm believer 
in the fact that the display window is one of the best sales- 
men in the world. 

The displaymen in towns under 5,000 population do not 
give their window displays enough time and attention. 
Some displaymen ,instead of seeing what an attractive 
window they can put in, try and see how much they can 





One of Mr. Jones’ Displays in City of 4,000 Population 


stuff in a window, putting in silk, gingham, percale, sheet- 
ing and other material, all in the same display at the same 
time. 

I find that a window with two or three nice pieces of 
ready-to-wear, a nice silk or wool drape, perhaps a pair of 
gloves with hose to match, creates a much more attractive 
display and will stop the shopping public twice as quickly 
as the other kind of a window. 

Vinton is a town of about 4,000 population, and although 
handicapped by lack of fixtures, I try to make my windows . 
more complete every week, and never permit a trim to 
remain in place longer than that length of time. The ac- 
companying illustration shows one of my displays. 





BECOMES NEW JERSEY DISPLAY MANAGER 

Al Weintraub, well-known in the Metropolitan district 
as a clever displayman, has become display manager for 
the Levy Brothers Department Store, at Elizabeth, N. J. 





SERVICE FIRM AIDS SOLDIER RELIEF DRIVE 

S. Fisher, of the Fisher Display Service, Chicago, IIl., 
recently aided the Soldier Relief Radio Fund, to supply 
entertainment for the thousands of ex-service men in the 
hospitals of Illinois, lowa, Indiana, Wisconsin and Michigan, 
by installing a clever window display in a Wabash Avenue 
store. The hospital cot, nurse, patient and all the appoint- 
ments of a hospital room were carefully carried out in 
the display, which drew many contributions to the fund. 





NEW STORE TO BE READY EARLY NEXT YEAR 

The Bon Ton Department Store will occupy its new 
building at the corner of Main and Second Streets, Greens- 
burg, Pa., early in 1925, it has been announced. Large 
show windows are to be a feature of the new frontage. 
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Boy’s Dream Creates Winning Display 


Lad has vision of pipe organ made out of rolled rugs and father 
utilizes the idea in clever linoleum window 


ADDY, last night I dreamed about a 
woman playing a pipe-organ. And the 
organ was made out of rugs” said a 
seven-year-old youngster one morning 
at the breakfast table. 

“That’s it! Just the idea I’ve been looking for. 
You’ve hit it, Jack!” exclaimed the father. 

And that is how the “Dream Window” of Wald- 
heim & Co., Milwaukee, Wis., featuring Congoleum 
rugs, came to be. 

Harry E. Rochon is display manager at Wald- 
heim’s. He builds attractive and “pulling” window 
displays for the Milwaukee store. The Congoleum 
Company recently came out with a prize contest 
for the best window 
displays of its products 
by retail stores. Mr. 
Rochon wanted to én- 
ter it, but for the life 
of him, couldn’t think 
of an idea that he con- 
sidered original and 
unique enough. 

At the dinner table _ 
one night, he was talk- 4 
ing it over with his 
wife, as is his custom. 
Seven- year-old Jack 
was listening in. That g, 
night Jack dreamed all ¥ 
sorts of things about *~ 
rugs, but the only thing 
he could remember in the morning was the dream 
picture of a beautiful lady playing an organ made 
of rolled rugs. But that was enough for his dad. 

Mr. Rochon went down to the store and built 
a window display around his young son’s dream. 
From the composition rugs, he constructed a pipe- 
organ. Then he put in a was figure of a beautiful 
woman playing the organ. Every detail was car- 
ried out, even to music, and the keys of the organ. 
And on a window card in the right corner he carried 
along the theme with this slogan: 

irs A PIPE 
Congoleum Rugs 
Add Tone to Any Room 

And did little Jack’s dream “turn out” well? 
Waldheim’s will say it did. 

The crowds in front of the window at all hours of 
the day or evening proved the display had drawing 
power, and that Jack’s dream was a success. 


The Pipe ¢ Yrgan 


ream Dis 


play of Young Jack Rochon 


“That window display was the most effective, 
from the standpoint of getting actual sales, that 
we have ever had” remarked M. D. Waldheim of 
the firm. “It got people to talking—even motor- 
men and conductors on passing street cars—and 
we sold a great many rugs from it, even after the 
display was taken out.” 

Business men viewing the window, were at- 
tracted, and many bought the advertised floor cov- 
erings for their offices. Which goes to show that 
business is not all dull practically—that it some- 
times pays to dream. 

This was not the first dream of little Jack 
Rochon’s that helped his daddy. In the fall of 1921 
a stove company of- 
fered a prize of $100 
for the best window 
display of their prod- 
uct. Mr. Rochon talked 
about the contest with 
his family and Jack 
dreamed about a big 
valley with the sun set- 
ting between the hills. 
And'‘a stove was eclip- 
sing the sun. This idea 
fitted in well with the 
name of the stove. 

Mr. Rochon built 
the window around this 
dream, using a dark 
foreground of wooded 
hills with a sunset against white. And in front 
of the sun, the stove. A window card read, “This 
Stove Has Won Its Place in the Sun.” 

Mr. Rochon won the $100 prize against 763 
contestants. 


What other displayman obtained his ideas for 
a display that was notable from a dream? Or 
where does the displayman get his ideas? The 
DISPLAY WORLD would like to know. Its 
readers would appreciate the information. Write 
and tell the editor about it. 





GOES FROM OHIO TO STORE IN PENNSYLVANIA 


Hugh Henry, formerly display manager of the Leon 
Meyers Company, Columbus, Ohio, has become manager 
of the display department of Brett’s store at Altoona, Pa., 
having already assumed charge of his new duties. Mr. 
Henry is a progressive young displayman who has a prom- 
ising future. 
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Pacific Northwest Displaymen Alert 


Convention opening September 22 promises to be most important 
gathering of profession ever held west of Mississippi 


ITHOUT a doubt, the first annual conven- 

tion of the Pacific Northwest Display 

Men’s Association, to be held at the Daven- 

port Hotel, Spokane, Washington, on Sep- 
tember 22, 23 and 24, will be the greatest gathering of 
displaymen and display interests ever held in the west. 
Recent organization of many display clubs in the Pacific 
coast district has resulted in a strong association that 
will hold yearly meetings in the future, comparing 
favorably with the national conventions of the Inter- 
national Association of Display Men. 

Karl. M. Amdahl, efficient display manager of the 
Palace Department Store at Spokane, who has served 
untiringly as convention director for this great Pacific 
coast event, reports exceptional interest in the forth- 
coming meeting. Mr. Amdahl says: “We are looking 
forward to an exceptionally large gathering, a great 
deal in excess of our early anticipations, as the mer- 
chants as well.as the displaymen in the Pacific north- 
west are taking a keen, interest, and we have the report 
from several cities that they will be here 100 per cent 
strong.” ; 

The Los Angeles Display Men’s Club will send a 
good-sized delegation to the convention, and quite a 
number of displaymen from all parts of California will 
be in attendance. The Spokane jobbers and wholesalers 
have mailed four thousand invitations to their various 
accounts, urging them to come or to send a representa- 
tive to view the exhibits and take in the program. The 
exhibits will probably be unusually attractive, and, aside 
from the annual national convention, this will be the 
greatest exposition of display products held in the 
country. : 

Many demonstrations are to be conducted during 
the progress of the program by displaymen, including 
a number of competitive tests. A demonstration series 
of windows will be installed in the Marie Antoinette 
Room, in which the convention is to be held at the 
Davenport Hotel; and every part of the program will 
be surrounded with the same careful detail that always 
serves to make a successful convention. Officers of the 
I. A. D. M. will attend the gathering and participate in 
the program. The convention will conclude with an 
elaborate banquet on the night of September 24. 

The following is the complete program for the en- 
tire convention: 


Monday, September 22—10 A. M. 


Music by orchestra. 

Call to order by Bert Cultus, President. 

Invocation by Dr. Chambers. 

Solos—“Star Spangled Banner” and “God Save the King,” 
Cyril Mee. 


Address of welcome, C. A. Flemming. 

Response—Bert Cultus. she 

Greetings from Spokane Merchants—J. L. Paine, President 
and Manager Spokane Dry Goods Co. 

Appointment of committee for drafting of constitution and 
by-laws. 

Adjourn for lunch. 
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Davenport Hotel, Spokane, Where Convention Meets 


Monday, September 22—2 P. M. 


Music by orchestra, 

Call to order by President Cultus. 

Address by Dr. Hindley, Educational Director Washington 
State Retailers Association. 

Competitive Demonstration—Men’s Clothing. 

Address by advertising expert. 

Demonstrations—Millinery—Malcolm Tennent. 

Laces—Bert Cultus. 

Lingerie—P. K. Howell. 

Demonstrations by Seattle Club. 


Tuesday, September 23—10 A. M. 


Music by orchestra, 

Call to order by President Cultus. 

Address by L. A. Rogers, Secretary I, A. D. M. 
Competitive demonstration—Women’s Hosiery. 
Address—Educational. 


‘Competitive demonstration of Draping by Bert Smyser, 


Dave Smith, D. D. Starr. 
Nomination of officers and convention cities. 
Adjournment for lunch. 


. Tuesday, September 23—2 P. M. 


Music by orchestra. 

Call to order by President Cultus. 

Address by Honorable C. C. Dill, U. S. Senator. 
Demonstration by Portland Club. 


(Continued on page 45) 
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Dramatizing Displays by Wax Figures 


Value of proper effort in creating story and human interest in win- 
dows is evident by thorough tests. made 


By RALPH R. GARRISON 
Advertising Manager, J. R. Palmenberg’s Sons, Inc., New York City 


HE desirability of creating interesting 
and sales producing window displays, 
need hardly be mentioned in these col- 
umns. In a recent issue of “Printers’ 

Ink,” Dr. F. H. Peck, president of the Window Dis- 
play Advertising Association is quoted concerning 
some rather enlightening statistics and tests on the 
dramatizing of window displays. These tests were 
conducted under the direction of Dr. Peck for E. R. 
Squibb and Sons, of which concern he has been 
chief of promotion and publicity for two years. 


Although his remarks were confined mainly to 
the field of drug store displays, the fundamental 
principles are applicable to every line of merchan- 
dising. The diversity of articles carried by the 
present day drug store are well-known to every- 
body. That these tests have proved successful in 
drug store displays is conclusive evidence of the 
soundness of the principles of dramatized displays. 
As explained by Dr. Peck, the most astonishing re- 
sults were achieved by introducing the element of 
human interest via the reproduced human figure. 

An assemblage of merchandise, no matter how 
artistically arranged or of what quality and beauty 
it is made of, is not conducive to the buying im- 


pulse unless the article is required. Of course, the 
clever or the eccentric arrangement of merchandise 
may attract the curious, but it is not stunts that 
stimulate sales. It is by suggestion that creates 
some connection between the subconscious or con- 
scious mind of the passer-by and the article of mer- 
chandise on display. To bridge this gap, the dra- 
matic appeal is obviously the logical course. 

Life is made up of dramatic incidents to a larger 
or smaller degree. Emotions are the source of 
buying impulse in the majority of human beings. 
Cold logic and actual facts are more often disre- 
garded than not.. It is a much quoted fact that 
women invariably are influenced by and have a lean- 
ing towards the dramatic and the emotional. What 
is not so often quoted, but is actual fact, is that 
men are equally, if not mofe susceptible, to the emo- 
tional. They may avoid the dramatic and emotional 
insofar as their individual activities are concerned, but 
they do not as a rule resist its appeal. The installation of 
dramatic display requires thought and concentration. It 


has often been neglected on that account but it is well 
worth the effort if approached in the proper manner. 


The Human Figure is the Essence of Drama 
Consider what a range of dramatic possibilities there 
are in the human figure alone. There is the romance -of 


Historical Display Used in Browning, King & Co., Stores Showing the Changes in the Styles of Clothing 
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the span of life, childhood adolescence and old age. There 
is divinity in the perfection of form of the beautiful woman, 
character and strength in that of the healthy man. Then 
there are the types such as the farmer, the business man, 
the athlete, the flapper, the matron, blondes, brunettes and 


so on. Why, there are practically no limits to the variety. 


except that of the human race. 

Wax figures that represent these types and ages are re- 
produced in minute detail. From the ruddy complexioned, 
chubby yet virile counterpart of a Santa Claus to the rose 
petaled velvety flesh of American womanhood, moulded 
from the living model and sculptored and tinted by the 
hand of an artist. Such details and perfection are abso- 





Showing How the Juvenile Wax Figure Can Dramatize 
a Display 


lutely essential in a wax figure, otherwise, instead of being 
an interpretation of humanity, it becomes a caricature. 

Add to this cast of characters the infinite variety of 
dress and accessories in present and past styles. Also, the 
limitless settings of man and nature. A field of dramatic 
display is immediately opened up that is only limited by 
the imagination of mankind. 


How Drama Has Been Introduced in Window Displays 


In the July issue of The DISPLAY WORLD, Mr. George 


A. Smith, window display advertising specialist, admirably - 


illustrated the possibilities of dramatizing such common- 
place articles as rubber boots. The genius of Mr. Smith 
is evident by his absolute fidelity to details. His use of 
the familiar wax figure of the old farmer and a conven- 
tional fashion figure is a revelation. As mentioned in his 
article, Mr. Smith goes back to nature for a never failing 
inspiration to put into his displays. 

Another concrete example of which, those who attended 
the recent Display Men’s convention at Buffalo, are no 
doubt familiar with is that of the prize winning “Kiddie 
Klothe” display. Mr. Lothar F. Dittmar, display manager 
of the “Union,” Columbus, Ohio, stepped into a vacancy 
in the contest and walked away with the first prize. He 
attributed his success in this instance mainly to the human 
interest and drama introduced into the display by the use 
of life-like children’s wax figures. 

The Browning and King chain of men’s and boys’ cloth- 
iers and furnishers, have used wax figures as historical ex- 
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hibitions of changes in style to great advantage. “A Cen- 
tury of Well Dressed Men” showed six wax figures arrayed 
in the prevailing styles from 1824 to 1924. This group was 
followed by a “Century of Well Dressed Boys” in a similar 
manner. Their most recent feature is a comparison of a 
figure of Alexander Hamilton dressed in the elaborate style 
of 1800, and a figure of the well dressed man of today. 

To say that these displays have proved successful is 
evidenced by the fact that they have followed each other 
within the space of a year and are even now touring the 
different cities in which their stores are located. These 
figures represent the highest degree of thought and re- 
search in their preparation. Months of historical study 
were devoted to the modeling of the figures, as well as the 
faithful duplication of the garments. 

Many other examples of successfully dramatized win- 
dow displays could be given here, but lack of space pro- 
habits. A perusal of the pages of The DISPLAY WORLD 
will give excellent illustration of the adaptability of wax 
figures in dramatical display. 

To refer once again to Dr. Peck’s interview, he recites 
aii instance when he spent the best part of a night in watch- 
ing the preparation for the lighting and presenting a film 
in one of the nationally known motion picture houses on 
Broadway. Upon asking whether such elaborate prepara- 
tions were necessary and appreciated, he was informed 
that every film received extreme care in its preparation for 
presentation. In other words, the best possible display was 
made to offset the deficiencies of the production. 

If such a policy proves successful, and it does in this 
case, where people go to be entertained, it surely can be 
worth cultivating to suggest to people what to buy. And 
not only what to buy, but why and wherefore. 





Important Change in Display Field 


Prominent displayman leaves Louisville store to be- 
come manager of department in Detroit 


One of the most important changes in the display field 
recently announced was that which came with the resigna- 
tion of Henry Sherrod as display manager of The Stewart 
Dry Goods Company, Louisville, Ky. Mr. Sherrod is one 
of the foremost displaymen of the country and One of the 
leaders in ornamentation, having given this subject con- 
siderable study. He has written a series of articles on 
ornamentation for The DISPLAY WORLD that have been 
a revelation to the display field. 

Mr. Sherrod now becomes display manager for the New- 
comb-Endicott Company, of Detroit, Mich., taking with 
him to his new location, his first and second assistants 
from Louisville, Messrs. William S. Klein and Charles 
Hilliard. 

The new display manager at the Stewart Dry Goods 
Company, in Louisville, is Mr. M. F. Hershey, formerly 
of Marshall Field & Co., and Mandel Brothers, in Chicago, 
and lately first assistant to Display Manager Herr at The 
Fair, Chicago. Mr. Hershey has taken up his new duties 
at Louisville and is a coming displayman, whose splendid 
work will bear watching by the field. 





NIGHT SCHOOL COURSES ARE ANNOUNCED 

Dr. Norris A. Brisco, director of the school of retailing, 
New York University, at Washington Square, has an- 
nounced the winter program of night school courses in 
merchandising, including one night each week, devoted to 
window displays. Department stores of the Metropolitan 
district, will again cooperate by permitting the classes to 
meet in the stores. 
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Dealer Co-operation Theme of Inquiry 


Added activity of sales managers in window display advertising also 
recommended by W. D. A. A. Research Commission 


O-OPERATION of the dealer and added activ- 
ity on the part of the sales managers of na- 
tional advertisers formed the main theme of 
the recommendations resulting from the ques- 
tionnaire sent to two thousand national adver- 

tisers by the Window Display Advertising Association re- 
cently. The tabulation of this questionnaire has just been 
completed by A. T. Fischer, president of the International 
Displays Company, Cleveland, Ohio, and chairman of the 
W. D. A. A. Research and Survey Commission. It will 
be carefully studied at the Cleveland convention of this 
association the latter part of this month and it is possible 
some interesting suggestions will then be made by the asso- 
ciation to the national advertising field. 

In spite of the large number of questionnaires sent out. 
only 111 replies were received by the association, which is 
attributed largely to the fact that a return envelope was 
riot enclosed with the query. However, the replies were 
well distributed, the foremost national advertisers in the 
country being among those who sent in the blanks com- 
pletely filled out. 

To the question, “De You Use Your Own Crews in 
Distributing and Setting Up Window Advertising?” 82 re- 
pled in the negative, while 12 responded in the affirmative, 
14 gave no answer and three reported use of crews in a 
limited way certain times of the year in restricted territory. 
One concern estimated the cost for installation at $2 per 
window; another figured the average cost at $4 to $6 per 
window. : 

The majority of national advertisers answering the ques- 
tionnaire use lithographed window display material, rang- 
ing from panel screens to cards, cutouts, etc., only a few 
using specially built individual dsplays. This conclusion 
was obtained from the replies to the question, “What Type 
of Dealers’ Display Do You Offer Your Dealers?” Nine- 
teen reported specially built displays, 12 manufacturers sup- 
ply standardized frames with inserts, 40 supply lithographed 
panel screens, 44 reported using various types of litho- 
graphed material, while only two reported using window 
trims with fabric drapery. Twelve reported using displays 
with crepe paper drapery and seven use center panels only. 
Twelve reported using giant cartons and 22 use dummy 
packages. Thirteen use traveling mechanical displays, 33 
use window posters or broadsides, and 10 use silk screen 
or special process cards or displays. Seventy-two of those 
answering this question reported satisfactory results in the 
material they are using. 


Most Material Distributed to Dealers on Request 


The majority of national advertisers answering the ques- 
tionnaire distribute window display material broadcast to 
their dealers on request. Seventy-four reported following 
this method. Twelve said they send the material broadcast 
to the dealers without request. This will afford delegates 
to the Cleveland convention of the W. D. A. A. an interest- 
ing point for discussion, as it has been held in the past the 
sending of window display material to dealers without re- 
quest was responsible for the nonusage and waste of so 
much of this form of advertising. Sixty-eight of the manu- 
facturers reported that they send display material to the 
dealer when requisitioned by their own salesmen. Fifteen 





concerns supply display material with a special offer of 
merchandise, while seven report selling material to the 
dealer. In most instances, however, those who sell the 
display material are concerns who have exclusive dealers, 
such as the National Lamp Works or the Westinghouse 
companies. These answers were to the question, “How Do. 
You Distribute Window Display Material?” 

The question, “How Is Your Distribution Made?” 
brought the response that 83 use parcel post or express 
direct from their own plants, 17 distribute through jobbers, 
23 distribute displays through their own men, and 30 re- 
ported sending display material with the merchandise 
shipped to the dealer. Eighty manufacturers reported 
methods satisfactory to the dealer and 60 reported methods 
satisfactory to themselves. Sixty of those who replied said 
that they used their own salesmen for distributing displays. 


Seven Report Employing Regular Window Services 


Out of 87 manufacturers replying to the question, “Do 
You Employ Regular Window Display Organizations Who 
Make a Business of Securing Windows and Trimming Same 
With Material Furnished by Advertisers?“ 80 declared that 
they did not employ such service organizations. This was 
quite surprising, as it was believed more than this number 
would report employing the use of window display services 
throughout the country. Varied reports were made by the 
seven who did use the servicé with reference to price and 
satisfaction. pies ; 

Most concerns contract for the production of their win- 
dow displays which are designed by themselves, according 
to the summary of answers to the query, “How Do You Ob- 
tain Your Displays?” Thirty-one firms announced that sys- 
tem; 29 reported designing their own displays and 17 re- 
ported depending entirely upon the display manufacturers 
for their material. 

Only 21 out of over 100 manufacturers replying to the 
query, “How Do You Check Your Displays?” reported any 
attempt to check them. Those who do maintain any check- 
ing system whatsoever, do this entirely through their own 
men, no special crew being employed for the purpose. It 
is probable as the result of these replies the Cleveland con- 
vention will recommend more careful checking of displays 
sent out. Very few could reply to the question, “What 
Percentage of Displays Are Actually Used?” 58 reporting 
materially increased consumer demand, some estimating 90 
to 100 per cent increase in sales where displays are used. 
Forty-one indicated that displays develop dealer demand. In 
most all instances manufacturers reported that displays aided 
and stimulated the sales forces. 

Thirty-three manufacturers reported that they did not 
know the percentage of increase traceable to display; one 
estimated 10 per cent increase ; one estimated 15 per cent 
increase; one estimated 20 per cent; another, 25 per cent; 
three concerns reported increase of 50 per cent; two con- 
cerns, 75 per cent; two others, an increase of 90 per cent 
and one concern announced 100 per cent. One large phar- 
maceutical house reported increases varying from 130 to 150 
per cent. Another concern in the textile line reported the 
increase varies from 50 to 200 per cent. 


Fourteen Declare Display is a Dominant Factor | 
Fourteen declared that display occupied a dominant posi- 
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tion in their advertising campaigns. Forty declared the 


window display.medium was as important to them as other | 


media. Fifty-one reported displays a secondary adjunct. 
Fourteen concerns reported employing a display manager. 
Out of a total of 74 concerns, 49 reported putting the dis- 
play work on the shoulders of the advertising manager 19 
upon the sales manager ,and six employ a special man or 
displayman. In connection with these answers, the Research 
Commission makes the suggestion that the sales manager for 
all national advertisers should be brought into active con- 
tact with display work because it directly affects his sales 
WOfks hex 

Many other methods of distributing displays other than 
those contained in the questions asked of the manufacturers 
were described very briefly by those filling out the blanks. 
At the conclusion of the questionnaire, this is asked of the 
national. advertiser: “Will You State Briefly Your Own 
Thought Regarding Better Methods For Window Display 
Distribution?” Most of them had no recommendations but 
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a summary of those who did reply follows: 

By making displays more attractive to the dealer. 

Better material would help materially. 

A number of manufacturers feel that they should charge 
for their displays, although they are not now doing so. 

Sell the dealer on the importance of window and store 
display. 

Special crews sent out by manufacturer for intensive 
work in certain fields where distribution is established and 
where distribution is desired. 

Two concerns report having no problem in this connec- . 
tion excepting in the large department stores in big cities. 
The suggestion is made, however, to secure the co-operation 
from the dealers in the smaller cities. 

The Window Display Advertising Association will no 
doubt make further recommendations at the forthcoming 
Cleveland convention and will psobably order a further re- 
search into the subject, based on the conclusions of the com- 
mission boiled down to the most essential points. 
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Brocaded Wall Board Is Effective In Displays 


Brocaded wall board has been 
utilized in a remarkably attrac- 
tive window display by V. Vivau- 
dou, Inc., of New York City, 
manufacturers of toilet articles. 
This attractive display feature 
was first tried out in Cincinnati, 
Ohio, by the Dow chain of drug 
stores and proved so effective 
a national campaign is being in- 
stituted. 

The accompanying illustration 
shows the use of this display, 
which was arranged by Charles 
Fleischman, clever display man- 
ager for the Dow Drug Com- 
pany. The figures are designs 
of built-up sections of wall board, 
which are six or seven thick- 
nesses high in some places. The clean-cut lettering is raised 
in the same manwer. _The background is a dead black and 
the figures and designs are brilliantly colored poster effects. 


. ae 





Display Using New Brocaded Wall Board in Dow Drug Co., Window 


The windows, having an Oriental atmosphere, attracted 
the crowds in Cincinnati and incidentally increased Vivaudou 
sales while they were in. 
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ASSISTANT BECOMES STORE DISPLAY MANAGER 

A notable change in the Eastern display field was an- 
nounced recently when Mr. Harold Brandis, who has been 
first asssistant to Otto S. Lasche, display manager of the 
Leopold Morse Company, Boston, Mass., became display di- 
rector of the Mekkins Packard & Whute Department Store, 
Springfield, Mass. 

Entire new display equipment has been installed as the 
store is remodeling its block of windows, installing beautiful 
paneled walnut backgrounds. The battery includes 25 com- 
modious display windows. Before becoming first assistant 
displayman at the Leopold Morse Company at Boston, Mr. 
srandis was first assistant to Mr. Carrol Nichols of R. H. 
White & Co., Boston, for about five years. 





NAME OF LIGHTING COMPANY IS CHANGED 
The name of the Pittsburgh Reflector and Illuminating 
Company. which has its headquarters in the Bowman Build- 


ing, Third Avenue and Ross Street, Pittsburgh, Pa., has been 
changed to the Pittsburgh Reflector Company. There has 
been no change in the management or ownership and Mr. 
E. W. Simons, as vice-president is in active charge of the 
offices. ; 





RETURNS FROM EUROPEAN TRIP 
L. M. Selig, president and general manager of the Bo- 
tanical Decorating Co., Chicago, IIl., manufacturers and im- 
porters of artificial flowers and window decorations, has 
just returned from a three months’ business trip to Europe. 





NEW DISPLAY WINDOWS PLANNED FOR STORE 

James Potlitzer, owner of the Bon Marche, women’s 
ready-to-wear store at St. Joseph, Mo., is making extensive 
improvements in the store including a new entrance and 
additional display windows. 
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W.D.A. A. Convention Opens Sept. 29 


Hotel Statler, Cleveland, Ohio, will be scene of three days’ instructive 
meeting with half day at Nela Park 


By N. W. TOWNSEND 


Chairman, Convention Committee, W.D. A. A. 


ECOGNITION of window display as an 
advertising medium will be formally 
acknowledged by the first annual con- 
vention of the Window Display Adver- 

tising Association, to be held at the Hotel Statler, 
Cleveland, Ohio, September 29 to October I, inclu- 
sive. It will mark an epoch in window display his- 
tory, for it will be the first time an officially recog- 
nized convention has been held, in which national 
advertisers, producers, creators and distributors of 
window display advertising, have gathered together 
to study the important problems and developments 
of this field. 

The Cleveland committee of the Window Dis- 
play Advertising Association, which is in charge of 
all arrangements for the meeting, has prepared a 
program that makes the three days hum with ac- 
tivity. There is not one dull moment on the pro- 
gram. Instead of any particular feature overlap- 
ping the other, the convention will not be monoton- 
ous. The entertainment of the visitors will be 
taken care of in an efficient manner, and recogniz- 
ing the importance of the meeting and the fact that 
our city is the first to entertain an official conven- 
tion of the Window Display Advertising Associa- 
tion, the Cleveland members are more than alert to 
provide something really worth while, not only in 
efitertainment, but in a program of educational value 
that will long linger in the memory of those who will 
attend. 

Advance indications point to an attendance that 
will reach two hundred to three hundred. We, of 
the Cleveland committee, consider this remarkable 
in view of the fact that this association was formed 
only last March. It proves to us the interest, on 
the part of the national advertiser, in the subject of 
window displays, as his most important advertising. 
The fact that he considers it so important is proven 
by the reservations from the foremost manufac- 
turers of nationally advertised products in the 
country, all of them planning on the attendance of 
their advertising executives, or those in charge of 
their window display departments. 


The visitors will begin to arrive for the conven- 
tion on Sunday, September 28th, when several com- 
mittees will hold pre-convention conferences at the 
Hotel Statler, among these being the membership 
committee, which has been called into session for 


4 o’clock on the afternoon of September 28 by C. S. 
Clark, of Chicago, who is its chairman. Arrange- 
ments have been provided for the registration of 
the visitors, as rapidly as they arrive, in the mezza- 
nine floor of the Hotel Statler. The convention 
sessions, proper, which will open Monday, Septem- 
ber 29, will be held in the immense Hotel Statler 





NorMAN W. TowNSEND 
Chairman W. D. A. A. Convention 
Committee 


ball room. This convention hall promises to be an 
attractive sight to the delegates. One end of the 
hall, facing the seats, will be blanked by two large 
display windows, in which the demonstrations of 
the convention will be conducted. These demon- 
strations will be non-competitive and will be con- 
ducted to show the proper method of displaying na- 
tionally advertised merchandise, in order to gain 
selling power and turn-over. Mr. S. Fisher, of the 
Fisher Display Service, Chicago, who is in charge 
of this portion of the program, has announced that 
he anticipates some striking, new ideas for the na- 
tional advertisers, who will be represented, as the 
men who have been working on the displays, have 
spent several weeks in attaining original subjects. 

At the entrance to the convention hall, and sur- 
rounding the wall, on display tables, will be placed 
the exhibit panels of the members of the associa- 
tion. These panels will contain the very latest ex- 
hibits of window display advertising. Many ideas 
for future displays can be gained from a trip around 


the hall. In addition to the panels displaying advertising, 
there will be others containing photographs of some of the 








Sep 





a S. 
ange- 
on of 


ezza- 
ntion 
ptem- 
tatler 


2 an 
the 
irge 


1On- 


na- 
rain 
the 
rge 
hat 
na- 
the 
ive 


er, 1924 


» 


September, 1924 











re 





Show Window 
of the 


Dancer- 


THE DISPLAY WORLD 





j ela 








“Pittsburgh’s”’ 
S-Year Record and 
5-Year Guarantee 


Not a single “Pittsburgh” reflector made 
since August 1, 1916, when we began using 
our secret process of backing, has ever been 
reported to us as having the silvering tarnish 
or discolor, or the backing crack, check or 
peel, in spite of our 5-year guarantee. Not 
only is this an agreement to replace defective 
material, but it is an assurance that replace- 
ments will not be required. 
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—on the Central Feature of Your Display 


Bring out the important unit of your window display with 
a “Pittsburgh” Windo-Spot. When occasion demands, 
vary your lighting effect with “Pittsburgh” Color-Lite. 


These are a part of the “Pittsburgh” line of show-window 
lighting equipment, which also includes the well-known “Pitts- 
burgh” Silvered Reflectors, and Easy-to-Install Conduit. 


For many years we have specialized in show-window lighting 
and have a fund of information and experience that will help 
you get the best results from your displays. 


Send us a rough pencil sketch of the floor plan of the window to be lighted, 
marking on it the length of glass, the distance from glass to background, from 
floor to ceiling, from floor to transom bar, if any, and height of background. 
We will then offer suggestions for the proper lighting of such a window, and 
send an estimate of the cost. 


Write for a free copy of our valuable booklet, “Show Window Lighting.” 


Pittsburgh Reflector Company 


(Formerly Pittsburgh Reflector & Illuminating Co.) 
403 Bowman Building, Third and Ross Sts., Pittsburgh, Pa. 


NEW YORK—145 W. 41st Street (at Broadway) 
CHICAGO—565 W. Washington Street 
PHILADELPHIA— SAN FRANCISCO— , 

235 South Eighth Street 90 New Montgomery Street 
TORONTO, ONT.—Wilson Illumination Co., 237% Yonge Street 
LOUISVILLE—Nicholson oe = —-. 307 Keller Building 
BALTIMORE—A. Hopkin. Jr., 506 St. Paul Place 
CLEVELAND —Sloan Buidag ~ 
























most notable window displays of nationally advertised 
products installed in many sections of the country through- 
out the past year. The exhibit will be confined to the 
members of the association. John V. Horr, of the Manu- 
facturers Display Service Corporation, of Chicago, is in 
charge of this feature of the meeting. 

For the entertainment of the visitors, there will be a 
smoker and get-together meeting on the opening night 
of the convention at some Cleveland club. While the men 
attending the convention are enjoying this portion of the 
program, the ladies will be entertained with a theatre party 
at Keith’s magnificent Palace theatre, which is one of the 
show spots of America’s amusement world. On September 
30, the delegates will ride in busses at noon to Nela Park, 
the beautiful home of the National Lamp Works, where 
they will enjoy luncheon in the cafeteria of the plant, with 
a short program of entertainment ‘accompanying. The 
evening of the same day will provide one of the choicest 
bits of entertainment of the convention in the annual ban- 
quet, also to be held at Nela Park. An orchestra of na- 
tional repute will furnish music for this event, and a strong 
program of entertainment has been~-provided, which will 
include one of the members of the association, Andrew W. 
Murdison, Scotch comedian, who is the head of the Murdi- 
son Display Service, manufacturers and distributors of 
window display decoratives, at Buffalo, N. Y. Mr. Murdi- 
son’s fame as a Scotch entertainer rose very high at the 
convention of the International Association of Display Men 
at Buffalo last June, and after considerable persuasion, he 
was prevailed upon to entertain his fellow members in the 
W. Dz. A. A. 

Speakers of national prominence will feature the pro- 
gram at the joint luncheon with the Cleveland Advertising 
Club at the Hotel Statler at noon on the final day of the 
convention. It is anticipated that upwards of one thousand 
persons will attend this luncheon and in addition to the 
entertainment provided, some instructive merchandising 
features are promised. 

The entire program of regular sessions of the convention 
will be found punctuated with experience talks by men of 
recognized authority and ability, inasmuch as window dis- 
play advertising is concerned. They will provide the visitors 
with information that can be carried back home and will 
doubtless prove of inestimable value for the remainder of 
the association year. 

The convention committee is gratified to find that so 
many national advertisers plan to attend the meeting. The 
foremost firms in this branch of the great advertising field 
will be represented, and each day finds many new reserva- 
tions coming in. The American Bakers Institute will hold 
its annual convention at Atlantic City just prior to the 
W. D. A. A. meeting in Cleveland, and an entire delegation 
of nationally known bakers will come to the Cleveland 
meeting to participate in our session. This is one of the 
many features that spurs the Cleveland committee on to 
greater efforts in making the gathering one long to be 
remembered. 

In setting forth, in detail, the entire official program 
of the convention, which follows, the Cleveland committee 
wishes to add its invitation to anyone in the window dis- 
play realm who may not yet have received a formal invi- 
tation to attend, to make arrangements to be with us on 
the three memorable days, and to those who have re- 
ceived invitations, to urge them again not to forget the 
dates, and to make their reservations at once for the 
great event: 


SEPTEMBER 29, 1924 
Morning Session 
8 to 10 O’clock—Registration of delegates at Hotel Statler. 


a 





20 THE DISPLAY WORLD 








September, 1924 





10:30 O’clock—Convention called to order by F. H. Peck, 
president, in ball room of Hotel Statler. 

Address of Welcome—Hon. Robert M. Hopkins, City 
Manager, City of Cleveland. 

Response and Annual Address sounding keynote of con- 
vention by President F. H. Peck. 

Roll call of those in attendance. 

11:30 O’clock—Address, “The Important Phases of Window 
Display”—J. Duncan Williams, window display specialist, 
Chicago, IIl.. 

12:15 O’clock—Appointment of committees. 

12:30 O’clock—Adjournment for luncheon. 


Afternoon Session 


2:00 O’clock—Convention called to order by F. H. Peck, 
president. : 

















ANDREW W. Muroison, of Buffalo, N. Y. 


who will entertain his fellow 
W. D. A. A. members at 
the convention. 

2:30 O’clock—Series of addresses and demonstrations on 
display work of national advertisers, each address to 
be followed by study of actual window display of that 
particular product, trimmed while speaker is progress- 
ing with his talk. Two demonstration windows fur- 
nished for the occasion by A. T. Fischer, International 
Displays Co., Cleveland. 


(Continued on page 56) 
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‘The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 












GEORGE A. SMITH 
1737 Broadway, New York City 
Specializing in window displays for National Advertisers and 
Dealers. Model displays planned, reproduced and set up in my 


model windows. Make your “Window Display Dealer Helps” 
produce the results they should. 





“WINDOW DISPLAY AND DISTRIBUTION” 


in 
New York, New Jersey and Connecticut 


DIS-PLAY-WELL 
WINDOW DECORATING SERVICE 


141 Fifth Avenue, New York 





MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 


Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very high grade type in quantities of 25 to 100 for routing 


’ all over the world. President—Martin Jenter 





PHILADELPHIA 


and surrounding points. 


Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Prompt and Careful Attention Given to Special Campaigns. 

Installation Capacity 500 Displays per week 


Four Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 


LISA DES RENAUDES 
51 West 52nd St. New York City 





HOURS 2 TO 6 
IMPORTED NOVELTIES 
French Dolls Dressed in Old-Fashioned and Modern Clothes for 
WINDOW DISPLAY. 


Used by Leading Fifth Avenue Stores. 
All Sizes—No Two Alike—Immediate Deliveries. 





DUDLEY HESS 
368 West 57th St., New York City 
O H Designer and Builder 


Show Window Display Scenics 
Exhibition Work—Floats 


For Local Stores and National Advertisers 





JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 


Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 


A National Window’ Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


B. Harry Statter, President 








EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 


Complete Window Display Service for 
National Advertisers. in 
GREATER BCSTON and VICINITY 


CENTRAL INSTITUTE 
256 West 34th Street - New York City 


Window Displays for Local and National Advertisers and for 
Dealers. Model Displays Planned, Reproduced and set up in 
Our Own Windows. 


Milton Roberts, President 
Telephone 5595 Chickering 


UNIVERSAL WINDOW DISPLAY SERVICE 
OF NEW ENGLAND 
739 Boylston Street Boston, Mass. 
Window Display Service Throughout New England 
National Manufacturers’ Campaigns Our Specialty. Service en- 
dorsed by leading Manufacturers of the following products: 
Tanlac—Mulsified Cocoanut Oil—Zonite. 
Gainsborough Hair Nets and others upon request 


DISPLAY MEN! 
$5.00 per month brings you the photographic service 
that’s full of the newest ideas in the display field. 
12 photographs—assorted subjects. 
STAN-MARK SERVICE 
647-6th Ave., New York City 
Special photo service for national advertisers. 











NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 
A national Display Service for installation of up to 


500 sales producing windows in St. Paul and 
Minneapolis. 


B. J. Millward, Manager 





FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, IIl. 


1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 





WINDOW-BOOTH-FLOAT 


, 4. < DISPLAYS 
Specialists to Druggists and 
1 DISPLAYS National Advertisers 
Seca Meacnanose Best Locations Available 
190 N. State Street Chicago, Ill. 





ANDRADE DISPLAY SERVICE 
118 No. LaSalle Street Chicago, Ill. 


Locations available in Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 





BUCKEYE DISPLAY SERVICE COMPANY 
Columbus, Ohio 


Complete Window Display Installation Service 
for Local and National Advertisers 
Best Locations in Columbus and Surrounding Towns. 
Your Satisfaction — Our Gain 








INQUIRE AS TO OUR ABILITY 
at is the fair- 


est way of 
judging whether 
or not we are 
capable of assist- 
ing your sales. 
; Metropolitan 
VISUALIZATION S > 


“Putting Ideas into Picture Form” 















22 THE DISPLAY WORLD 





September, 1924 


Booksellers Have Display Advantage 


Can combine human interest with selling appeal in their windows if 
certain rules are followed closely 


By RUBIE LEY 
Display Manager, Harcourt, Brace Bookshop, New York City 





F booksellers will give more careful atten- 
tion to their window displays, they will 
find them the source of unlimited inquiries 
and sales. Too much attention can not be 

given to the details of a book window, and as it differs 

greatly in appeal to the public, there are many rules that 
should be followed in mapping out profitable displays. 





The bookseller’s window display should always have 
a central idea; a few of the titles alluring very subtly, 
but most of them obviously. Keeping in mind this first 
principle, there should be a display to link up with all 
civic events, such as elections, visits or deaths of im- 
portant personages, prize awards and other subjects of 
this character. 

Greater use should be made of original display ma- 
terial, signed photographs, golf clubs, a passport, and 
articles around which a story can be constructed. A 
doll’s tea set will sell cook books. 

If a bookseller can make his community say, “Did 
you ever look at that window without learning some- 
thing?” he will be an artist and a mighty important 
member of that community. Very few of them have 


reached the point of employing a displayman, or dis- 
playwoman, to handle the windows exclusively, yet 
some of the larger concerns are doing that now ef- 
fectively. 


In the accompanying illustration will be found win- 
dow displays that won the gold prize for me in a con- 
test conducted by the National Association of Book 
Publishers. My theme was outdoor books, and the dis- 
play was installed at the time of the year when thoughts 
were beginning to turn to the outdoors. The left hand 
window contained a display of books on gardening. 
The central card and plant afforded the attention-getting 
power. The right hand window contained a display of 
books on fishing. In order to attract the sportsman, 
fishing rods and tackle were employed as the pivotal 
point of human interest, and it resulted in the stopping 
of many persons. 


The National Association of Book Publishers will 
co-operate with any bookseller in providing attractive 
display cards for the window, and this will add greatly 
in building a display that will attract and hold attention. 
Illustrated with this article are two such cards. From 





Miss Ley’s Window Displays Which Won Prize in the National Book Publishers’ Contest 
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: Chicago affords the most complete Display Equipment and Decora- 
| tion Market in the World—Time and money may be saved, and the 
= | best that decorative genius creates can be obtained in Chicago at 


prices that cannot be duplicated—quality considered. 


THE ADLER-JONES CO. CURTIS LIGHTING, INC., 
643 S. Wells Street 1119 W. Jackson Blvd. 
Artificial Flowers—Decorations Complete Equipment for Lighting Effects 
= : ARTISTIC WOOD TURNING WORKS THE KOESTER SCHOOL 
= 529 N. Halsted Street 314 S. Franklin St. 
Store and Window Fixtures Display and Card Writing Instruction 
BAER’S, INCORPORATED NATIONAL CARD, MAT & BOARD CO. 
155 North Union Ave. 4318 Carroll Ave. 
Wax Figures and Forms Show Card Boards, Mat Board Cut-Outs 
THE BODINE-SPANJER CO PAASCHE AIR BRUSH CO. 
1160 Chatham Court 1902 Diversey Parkway 
Distinctive Display Decorations Air Brushes and Accessories 
CHICAGO MAT BOARD CO. SCHACK ARTIFICIAL FLOWER CO. 
. 664 W. Washington Blvd. 134-140 North Robey St. 
Card and Mat Board Artificial Flowers & Display Decorations 


GEO. E. WATSON CO. 
62 W. Lake Street 


Show Card Writers’ Supplies 


Endorsed by most critical and discerning displaymen and merchants 
\ everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Copyright 1924 by The Display Publishing Co. 
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this very appeal, a display can be devised that will carry 
human interest. The book links up so naturally with 
the home that the appeal to the passerby is almost auto- 

The association now has about twenty-five hundred 
booksellers and one thousand libraries using their pos- 
ters and publicity suggestions. The posters and display 
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Two of. the Attractive Window Posters Furnished by National Association of Book Publishers - 
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cards are in uniform size, 14x21 inches, and the theme 
can be carried even further by miniatures which are 
provided by the association for distribution. - 

Booksellers have a tremendous advantage in devel- 
oping ingenious, sales-producing window displays, if 
they will only grasp the opportunity. 


00000000 


Display ot Beds Is Not Such An Easy Task 


By ERNEST A. HOARE 
Display Mgr., Standard Furniture Co., Salt Lake City, Utah 


VER try a bed display? Some job, isn’t it? I racked 
my brain to make this window look itself. 

The factory representative had nine patterns—entirely 
new ones; oh yes, they all had to go in, even though hung 
to the roof. 

You should have seen the illustrated cards, and stream- 
ers he gave me—about a hundred or more; but you'll no- 
tice they aré conspicuous by their absence. 

Small rugs look the bunk on the floor of such a display. 
A large rug leaving a two or three-foot margin isn’t much 
better. By all means carpet the floor all over—that’s 


the neatest. 

Take it from me, putting nine beds flat on the floor 
looks “rotten.” Don’t waste your time trying it—I did. 
Mixing the colors is another fallacy; having them separate 
is more uniform. 








A shirred curtain for the background serves the pur-' 
pose, perhaps better than built panels; the height of the 
beds would. spoil panel effects. Lastly, a touch of foliage’ 
on the curtain and on the floor relieves probable monotony. 
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Make Your Windows 
Sell More Garments 


Nothing adds more to the selling power of your windows than an 


attractive display of garments on BAER’S WAX FIGURES. 





This attractive display is the work of Mr. C. J. Guenther, Display 
Manager for the Peoples Store of Chicago. 


Write him and he will tell you that this display sold more garments 
than any display he ever used. 


He says, “I will never buy any other figures so long as I can get 
yours—they are almost human. It is a pleasure to stand outside the 
window at night and hear the public comment.”’ 


This explains the rapidly growing list of satisfied users of BAER’S 
WAX FIGURES. 


Be sure to visit our Show Room when in Chicago. We welcome com- 


parison. 









Send for our attractive booklet of photographs today. 


BAER’S, Incorporated 


155 North Union Avenue | Chicago, Illinois 
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Model Display Attracts the Public 


Lumber company finds value of giving attention to detail in reproduc- 
ing of street in window—Crowds ‘enormous 


By OWEN T. BARRY 
President, Hawkeye Lumber & Coal Co., Cedar Rapids, Iowa 


NE of the most striking examples of the 

pulling power of window displays was viv- 

idly brought to our attention with a dis- 

play, descriptive of a residential section of 
the city, which we installed recently and which for prac- 
tically a month drew tremendous crowds and gained us 
publicity in all sections of the country. 

Four houses, a street, a sandy beach and all the ac- 
coutrements worked out to the minutest detail com- 
prised the display. The window is about thirty feet 
wide, and at night the scene was such that passing 
motorists. parked their cars, climbed out and “had a 
look.” Three of the miniature homes were bungalows, 


and another smaller one installed, when it was discov- 
ered the boy was right. A newsboy complained that 
there was no place to put “The Evening Gazette,” so 
Mr. Wilson placed tiny mail boxes on each of the 
houses and neatly tucked a wee “Gazette” in each one. 

There was a sand “beach” in a box outside the win- 
dow which was great sport for the kiddies who stopped 
to look at the scene. The first morning after the dis- 
play was installed I found a whole row of playhouses 
that had been built in the sand by the children. Bathing 
girls, little tots playing on the lawn, dogs and other 
figures added an air of reality to the display. An auto- 
mobile even had a Shrine Circus poster on the back, 


COMPANY 


COAL 


Clever Window Display.Which Started all Cedar Rapids, Iowa, and its Visitors to Talking 


one of the California type, one story high, while an- 
other dwelling was a Colonial style mansion. 

Fords, larger cars, trucks and even a motor cycle cop 
were seen in the street, while such details as fire hy- 
drants and a postoffice box were included. The win- 
dow display was installed by C. E. Wilson, of the Dis- 
play Service Company. It took a few days to ‘get all 
the animals, objects, flowers and other details in the 
proper scale. For instance, the dogs we first put in the 
scene were so large in proportion to the rest of the 
setting that they were as “big as elephants.” So smaller 
dogs were set up to accommodate the size of the rest 
of the picture. : 

A small lad told me “that bird house you’ve got is 
as big as a victrola,” so I ordered the house taken out 


in keeping with those seen on the streets at that time. 
The window did not diminish in pulling power the 
least bit during the three weeks it was first on display. 
Two weeks after it was opened my brother, John W. 
Barry, Jr., and one of his friends made a careful tally 
for two and one-half hours, from 7 :30 to 10:00 in the 
evening, with the following result: 
154 Cars 11 Baby Carriages 
1 Buggy 934 People 
1 Wagon 2% hours and 
8 Bicycles Still Coming 
This interest has been apparently maintained with- 
out diminishing ; in fact, the number of daylight visitors 
has increased, and we see many cars.from outside the 
city stopping during the day time., 


0< S00 S11 0 


James Park, proprietor of the Syracuse Trunk Co., 444 
South Salina Street, Syracuse, N. Y., combatted. mail order 
houses through window displays. When a mail order house 
flooded Syracuse with letters offering a genuine English 


leather bag for $14.85, Mr. Park secured one and placed 
it in his window alongside one from his regular stock, 
which sold for $13.50, inviting the public inside for the 
comparison. As a result the store sold many bags. 
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Exchange of Displays Creates Stir 


Small city residents bewildered to find clothing in drug store window 
and vice versa, but it paid to swap 


By KARL J. SCHARFENBERG 
Display Manager, Scharfenberg Clothes Shop, Streator, Ill. 


UPPOSING on your early morning 
trip downtown, you passed a clothing 
store, which had been well fixed in your 
memory and you were accustomed to 

seeing attractive clothing displays in the windows, 
only to find a part of that display space taken over 
by drugs, patent medicines or articles usually found 
in a drug store—what would you think? 

Supposing on the same trip downtown you 
passed a familiar drug store, and found the window 
trimmed with a display of the latest styles in cloth- 
ing, with the customary forms and figures found in 
a clothing window—what would you think? 

Recently, early morning shoppers in Streator, 
Illinois, blinked, rubbed their eyes and blinked 
again before they understood how the Hattenhauer 
Drug Store and the Scharfenberg Clothes Shop in 
that city had temporarily swapped window displays. 
Clothing in a drug store window and kodaks and 
other drug store equipment in a clothing store dis- 
play proved unusual enough to be the cause of all 
the wonderment. 

We were looking for something different. We 
wanted something that would make the public take 


notice even if the weather was hot, so we hit upon 
the idea of swapping windows. The stunt attracted 
no end of attention and caused many more people 
to stop and look at the displays than ordinarily 
would. Mr. Hattenhauer had a good display of 
Eastman kodaks, having numerous cameras, films 
and pictures attractively arranged. He had a num- 
ber of pictures, or snaps of local people in the win- 
dow and a small card, “If you see your picture in 
this window, come in and get it free.” This brought 
many people into our store, who had never been 
inside before. Some of them, of course, bought 
merchandise from us. We could have sold several 
dozen films for Mr. Hattenhauer if we had had-the 
various kinds and sizes here. 


Even though we swapped windows, some people 
thought they could obtain the goods in the window 
here and the goods in Hattenhauer’s window there. 
We could check up somewhat on the actual direct 
results, by having calls like this: “I want to get a 
shirt like the one you have in Hattenhauer’s win- 
dow.” The results naturally have been, and will be, 
for the most part, indirect. People have talked up 


(Continued on page 55) 
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To See This Display ina Drug Store Would Surprise Even a Displayman, but it happened in Streator, Illinois 
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No. E-5, designed for 
lighting thru glass 
ceilings and for other 
special purposes, 






























Adjustable neck al- 
lows of alternate use 
of either 75, 100 or 150 
Watt lamps. 


No. E-4, for use 
in low, deep win- 
dows. Because of 
adjustable neck, 
either 75-100 or 150 
Watt type C lamps 
can be used without 
change of holder. 


No. E-2, designed 
for use in high 
narrow windows. 
Fit standard 3% in, 
holders, Adjustable 
neck makes use of 
either 75, 100 or 150 
Watt type C lamps 
possible. 
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Instantly adjusta- 
ble neck. No tools, 
special fittings, 





screws, clamps or 











springs necessary. 


SILVERLITE. 
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= iy All Metal Reflect 
=: fal eta eflectors 
| Here is a line of all metal reflectors, made under an en- 
shige tirely new principle. They have been declared by experts to 


| be THE outstanding Reflector development of the year. 

| There is no glass to break, no paint to peel. 

+) Saeee Just pure copper, electrolytically deposited on pure silver, 
giving a reflecting surface from ten to fifteen per cent more 
efficient than silvered glass. 


Have You Ordered Yet 
For The Coming Season 


Now that the days are getting shorter, the demand for more and 
better light must be met. Silverlite all metal reflectors are ready. 

We have stock of the three sizes shown here for immediate shipment. 
Send us your order today, and shipment will be made at once. 
—\ ei Frink guarantee of perfection and satisfaction goes with each re- 
No. E-4 flector. Write us today. 


'@ LPFRINKA Inc. 


24th Street and 10th Ave., New York 
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Chicago, Il. Detroit, Mich. Cleveland, O. Philadelphia, Pa. Pittsburgh, Pa. 

Boston, Mass. Cincinnati, O. Seattle, Wash. St. Louis, Mo. Los Angeles, Cal. 

San Francisco, Cal, Buffalo, N, Y. Birmingham, Ala. Atlanta, Ga. Portland, Ore. 
CANADA 


Associated with The Robert Mitchell Co., Ltd. 64 Belair Ave., Montreal 
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Circus Tie-up Sells Merchandise 


National advertiser provides dealer with attractive advertising matter 
while clown adds zest to window display 


By J. T. NORTHROP 


Advertising Manager, Smith-Winchester Co., Jackson, Mich. 


NE of the most attractive subjects for 
window displays is the circus. I am 
satisfied of that since the tie-up we re- 
cently employed with the advertising 

and products of the Art Stove Company, in a 
“Laurel Circus” provided such a powerful sales med- 
I think, without a doubt, it was the best 
pulling window demonstration we ever held. 


ium. 


The display was so unique that one newspaper 
mentioned it in its news columns and it has at- 
tracted hundreds who were interested enough to 
stop and look. Many sales were closed. The ef- 
fect of the “stunt” will be felt for some time and 
we expect to sell a number of ranges that can be 
credited to this unusual publicity. 

The 
ranged to carry of the idea of a circus, which was 
linked up with our newspaper advertising. The 
tent and sawdust were not forgotten and to make 
the demonstration more attractive, a clown baked 
cakes and kept the crowd amused. Owing to the 
fact that the photograph of the display: was neces- 
sarily a time exposure, we could not reproduce the 


window background was, of course, ar- 


antics of this clown which provided some of the 
real drawing power of the display: 


The stoves in the display were three in number. 
The stove in one corner was placed at an angle, 
equipped with an electric device for showing the 
travel of the heat waves, and it showed up very 
realistically, especially at night. The advertising 
in the newspaper, which linked up with the circus 
idea was headed, “It’s a Circus to Bake the Laurel 
Way.” The keynote of the display and attendant 
advertising was “$3 Down.” Large crowds visited 
the window during thé two days of the*.demon- 
stration. : : 

Mr. Martin C. Lee, sales manager of the Art 
Stove Company, was the originator of the “Circus 
in the Window” idea, and it proves a profitable 
tieup for any hardware or department store. 





INTERIOR DISPLAYMAN NAMED FOR BIG STORE 

Lord & Taylor, of New York City, have announced the 
appointment of Paul Watson Hornung, formerly connected 
-with John Wannamaker; of New York and Philadelphia 
‘and the Young, Quinlan Company, Minneapolis, as interior 
display manager of the New York store. The display win- 
dows will‘continue to.be supervised by W. T. McKeon, who 
succeeded the late Louis Weisgerber. Mr. Hornung will 
have a large staff of assistants, and every effort will be 
made to make the interior display features of the store 
equally attractive with the windows. 
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IRCUS! 


‘Tobake the LAUREL-WAY” 
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How Mr. Northrop Tied Up the Circus Window Idea With the National Advertiser 
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You Need This Book! 











The Key.to 


Better Decorations 


A 





CHACK’S co-operative effort with thousands of Displaymen is 
not imaginary: In SCHACK’S New Fall Flower Book, you 
have tangible evidence of our endeavor in presenting new, novel 
and original decorative ideas which will assist you in making 

your store interior and window displays more beautiful. 





SCHACK’S New Fall Flower Book contains hundreds of decorative 
suggestions designed by Display Experts who know how to put that 
May We Send You “added something” in every piece that makes it a sales attractor and 


; ; prestige builder for your store. 
This Wonder Book. It s Every Displayman in the country should have a copy of 
SCHACK’S NEW FALL FLOWER BOOK. It will help 
Fk R BK BK you—Send for it TODAY. Ask for Book D. W. 1. 
For the Asking. S C H A C K 
a ARTIFICIAL FLOWER CO. 
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sear Og: Te St. CHICAGO 63 E. Ries St 





























The High Spot of Loveliness 


Think of a diamond, set in platinum. Its 
fire is finest against rich velvet or on a lovely 
hand. 

So with the leading articles for your mas- 
ter window display. Place them against a 
regal setting of Sol Satine, rich in its 36 glori- 
ous, full colors, wonderful in lustre and sheen. 
Use it as background, drape, hanging. 
Prices are reasonable. Send for samples. 


S. M. HEXTER & CO. 


Sole Owners 
CLEVELAND, OHIO 
New York Show Rooms, 1140 Broadway 











REG.US_ PAT. OFF, 


BRIGHT AS THE SUN 
WEARS FOR EVER 
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| 
Who They Are and What They Say | 


No. 11—HARRY W. HOILE, Oklahoma City, Okla. 
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N the much-talked-of “hammer and saw’ 

days of the display profession, Harry W. 

Hoile threw his hat into the ring, so to 

speak. That was more than twenty-one 
years ago. 

The duties of the displayman then were numerous 
and difficult to say the least. Harry did not rise to 
fame on a path of roses, but he learned well through 
experience. He began his 
display career with William 
Vogel & Son, New York City. 
and gradually made his way 
up the ladder of success 
through hard work, never 
changing his position except 
for better salary or location. 

Mr. Hoile has held sev- 
eral offices in the Interna- 
tional Association of Display 
Men, including presidency 
and vice-presidency. He was 
elected president at the 1917 
convention. He has organ- 
ized five clubs, including the 
one in Oklahoma City and 
the Pittsburgh, Pa., club. He 
is a big man physically as 
well as mentally, and has an 
army of friends among the 
men of the display profes- 
sion. He has been honored 
with many national awards 
as well as smaller prizes. And 
he has been display manager 
for some of the best known stores in the United States, 
including McCreery & Company and Frank & Seder, 
of Pittsburgh, Pa.; Nathan’s, Johnstown, Pa.; Love- 
man, Joseph & Loeb, Birmingham, Ala., and for the 
the past three years has been connected with one of the 
livest stores in the southwest—Rorabaugh-Brown’s, of 
Oklahoma City, Okla. 


Here’s what Mr. Hoile has to say to the fellow who 
wants to make good in display work: 


“In the journey through life 
There is more or less strife, 
And it comes to you and to me 
_ To test us, to try us, to even defy us, 
To fight and to win and to be free 


Harry W. Hole 
Display Manager, Rorabaugh-Brown Dry 
Goods Co., Oklahoma City, Okla. 


“So let’s count our worries 
As so many flurries, 
For nothing can hurt a man’s soul 
If we dig our toes‘in and continue to win, 
And always keep under control.” 


“Another good suggestion,’ Mr. Hoile says, “comes 
from Thomas A. Edison : ‘Don’t sleep your lives away ; 

get enough sleep, but not too 
much.’ This, of course, does 
not mean that a displayman 
should drudge his life away. 
There’s a time for work and 
a time for play, with empha- 
sis on the latter. Make your 
work a game and play it fair. 
Personally, I like responsi- 
bility, the more the better. 
High tension never worries 
me. I like it. 

“Aside from business, | 
am a scoutmaster. This gives 
me the out-of-doors which 
the displayman needs, and 
the Boy Scouts can keep any 
real man young indefinitely. 
And now let me quote a little 
more of the poem mentioned. 
As a man works his way up 
it is well to remember : 


“*To bask in the fame as 
king of the game, 

A hero of nation’s renown, 

In the sports of our land it is harder to stand 

The popular acclaim than the frown. 


For the one thing to dread is the inflated head 
_ When you’re at the top of the scroll. 
Be silent with poise and be one of the boys, 
And always keep under control.’ ” 





ATTRACTIVE DISPLAY FRONT INSTALLED 

Under the direction of C. R. Scott, display manager for 
Husch Brothers, St. Paul, Minnesota, an attractive display 
front has been installed in the store, comparing favorably 
with Fifth Avenue shops in New York. Panels of stucco 
in delicately tinted frames, varying from eight to twelve 
feet high, form the background. Separating the panels are 
pillars of Caenstone masonry. The Renaissance period was 
carried out in all the decorations. 
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WHEN YOU ARE IN NEED OF ANY KIND OF FABRIC 
USED IN | 


Window Trimming 


COMMUNICATE WITH 


WINDOTRIM FABRICS, Inc. 


17 MADISON AVENUE 
NEW YORK 


SPECIALIZING IN FABRICS FOR THE DISPLAY MAN, THEATRE AND HOME 
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Christmas 


THESE. BEAUTIFUL 
PAPIER MACHE. - 
NUMBERS ARE 
PAINTED IN BRIGHT 
COLORS, WITH 18 Inches High 
TINSEL WHISKERS. = 


C-1 43 Inches High $6.50 


Art Fontaine Exposition Co. 


10714 N. MAIN STREET, LOS ANGELES, CAL. 
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Backgrounds and Their Importance 


Change essential to window displays that will be conducive to human 
interest desires of the general public 


By GEORGE A. SMITH 
Window Display Specialist, New York City 


ECORATIVE backgrounds in show win- 
dows have been the subject of consider- 
ation discussed both pro and con, on 
part of some of the leading display 

managers and merchants throughout the country 
for many years. Great diversity of opinion as to 
the advisability of installing such display accessor- 
ies appears to exist. 

A good many merchants seem to regard such 
backgrounds as of minor importance. They appear 
to have an opinion, or a set idea, that the permanent 
background is sufficient for all times and purposes. 
This would be all very true if people did not tire of 
anything which is continually before their eyes, and 
if the public were not always looking for something 
new. But it is unwise to ignore this condition, and 


the merchant who does so cannot expect to obtain. 


full earning power from his windows. 

Most of the large stores look upon decorative 
backgrounds as one of their most efficient aids in 
displaying merchandise to its best advantage and 
in inducing passers-by to enter the store and make 
purchases. 
































There are a good many merchants who do not 
consider window display advertising from the hu- 
man-nature standpoint. They seem to have their 
mind chiefly on the expense entailed. Yet these 
same merchants spend thousands of dollars in ad- 
vertising by means of printer’s ink. It is also urged 
by some opponents of decorative backgrounds that 
they occasionally detract from the merchandise on 
display. Both of these views are erroneous. 


Change of Background is Essential 


The expense may be made commensurate with 
the importance of the occasion. Many practical 
and beautiful backgrounds can be produced at a 
very low cost, if the displayman understands the 
principles that apply to this work. 

As to the claim that the decorative background 
detracts from the goods displayed, it is obvious that 
a show window must have a background, if it is to 
be practical and of service. Backgrounds of ma- 
hogany, circassian walnut or other wood are de- 
signed for years of service and are usually of a 
dignified and handsome pattern. But the occasion 









































Background Suggested by Mr. Smith for Millinery, Jewelry, Novelties or Footwear 
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Prepare For Brisk Displays 
and Brisk Business This Fall 


Use the Smart Daytonian Design Onli-wa Fixtures 


The best are none too good. Then why not choose the best—particu- 
larly inasmuch as they cost no more. 


Hose Stand, Tie and 
Handkerchief Stand, 
Hosiery Stand 


An artistic example of Onli-wa 
manufacture as embodied in the 




















Daytonian design of charm and 


beauty. 


Write today for 
New Catalog 12 














Cluster Table 





A striking piece that 

emphasizes the _ indi- 

viduality of Daytonian 
design fixtures. 


Quality and Originality 


The ONLI-WA Fixture Co. 


St. Paul Avenue 





Dept. D. W. 









Dayton, Ohio ¥ y 








_ This Display Attraction Will Boost Your Sales 

























Be the First in Your City to Take 
Advantage of Its Great Pulling Power 


You can make your merchandise displays wield a 
real magnetic power if you use this new moving illum- 
inated device which consists of a flexible guideway 
over which lighted bulbs travel in any position that 
the flexible guideway has been placed, in the form of 
initials, designs, etc. : 


Actual merchandise, or the miniature in transpar- 
ent form, announcement cards, etc., are placed over 
the moving, lighted bulbs that travel in the position 
the flexible guideway has been arranged. 


Has proven a tremendous success wherever in- 
stalled. 


Fully covered by patents in United States and for- 
eign countries. 

















WRITE AT ONCE FOR FULL INFORMATION 


31-33 Tenth Street, 


Edward A. Dieterich, Great Neck, L. I. N. Y. 
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Suggested Background for Millinery or Garment Window Display, Providing Artistic Touch 


is bound to arise when some other treatment, in 
the shape of a temporary background, is essential. 
No matter what the style of the permanent back- 
ground, all classes of merchandise will not look well 
with it. 

If the woodwork is of a dark shade, dark suits 
will not show up to the best advantage in front of 
it. Therefore, a curtain, a screen or some sort of 
decorative setting in a lighter tone must be em- 
ployed. Similarly, if the background is of light- 
colored wood, a temporary setting of darker shade 
will be advisable for certain lines of goods. 

If the window background proper is made of a 


beautiful wood, it need not be wholly concealed by 
the temporary background. Beautiful and practical 
settings, and also decorative units which will cover 
only a small portion of the background proper, can 
be designed and installed. Among these are panels, 
pedestals, flowerstands, etc. 

Let it not be imagined that we are in any way 
advocating the continual use of decorative settings. 

This is not the case. But we regard them as es- 
sential at certain times and under certain conditions. 
A method that is much in favor with many progres- 
sive concerns is to install an elaborate background 
for the openings. This ‘background is left. intact 
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Mr. Smith’s Idea of an Ideal Background f or Displays of Men’s or Women’s Garments 
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SILK PLUSHES 


Widths—24”, 36”, 50” 
32 Colors 





NEW YORK OFFICE 


50 Union Square 


(N. E. Corner 4th Ave. and 17th St.) 





Manufacturer of 


GEORGIAN PLUSHES 


SILK VELOURS 
Width—50” 


24 Colors 


CHICAGO OFFICE 
209 South State Street, 


Republic Bldg. 



















SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 


blank, write a separate letter. 


If we do not have the information you want on file, we’ll find out 


for you. Avail yourself of our incomparable service facilities without cost or obligation. 


OC) Air Brushes 

C) Artificial Flowers 

CO Art Screens 

C) Art Studies 

C) Backgrounds 

C) Background Coverings 
CL) Books on Cardwriting 
() Books on Display 

(1) Books on Draping 

[1] Booths and Floats 

O) Brushes and Pens 

C) Cabinets—Revolving 

C) Card & Mat Board 

C) Card Writers’ Materials 
CJ Cash Carriers 

1) Chairs and Seats 

©) Color Lighting 


C) Counters and Shelving 

(J) Decorative Papers . 

C] Display Furniture 

(J Display Forms 

CJ Display Racks 

1) Dividers—Show 
Window 

OO Drawing Boards 

LJ Fabrics and Trimmings 

C) Fixtures 

() Flags and Banners 

1) Hammers—Window 

C) Lamp Coloring 

OD Lighting and Equipment 

(0 Pageants and Exhibits 

© Papier Mache 
Specialties 


O) Plaques (Window) 

CJ Plastic and Composi- 
*tion Pieces 

C) Plushes and Velours 

(] Price Cards and Tickets 

C) Price Ticket Holders 

C) Reflectors: 

CL] Screens (Background) 

C1) Shoes—Window 

CJ Show Card Schools 

(1) Show Card Service 

CL) Show Card Supplies 

[1] Show Cases 

0) Show Case Lighting 

L} Signs and Card Holders 

(1) Signs—Brass and 
Bronze 


(1) DO YOU WISH A COPY OF THEIR CATALOG? 
{] DO YOU PLAN TO REMODEL YOUR STORE SOON? [] DO YOU PLAN TO BUILD A STORE SOON? 


0) Signs—Electric 

C) Signs—Wood Letter 

CO Stencil Outfits 

CL) Stock Posters 

CJ Store Designing 

CL) Store Fronts 

CL) Time Switches 

[1] Valances 

[1] Wall Board 

L) Wax Forms and Figures 

_) Wickerware Specialties 

(J Window Drapes 

1) Window Lighting 

[] Window Shades 

[1 Window Trimming 
Schools 

OC) Wood Carvings 
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for six or eight weeks. After its removal the dis- 
plays are made with the permanent background for 
several weeks, and then a slight change of appear- 
ance is effected by the use of a curtain, a screen or 
other simple setting along the lines suggested 
above. The approach of a new season and the 
store’s big selling events especially call for a change 
of surroundings in the show windows. 


Some of the Other Essentials Related 


The productiveness of these settings will depend 
on the ability of the display manager, the character 
of the store’s trade and the extent of the appro- 
priation for the purpose. The qualifications for the 
man who is to produce effective backgrounds or 
settings are a good knowledge of the store’s policies 
~and clientele and a good idea of proportion, har- 
mony, form and color. He must also strive for pro- 
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portion and harmony in the layout. 

The background should accord in all its propor- 
tions with the dimensions of the window in which 
it is to be placed. Rarely will a background treat- 
ment which is suited to a shallow window fit in 
with a window having an extensive floor depth. The 
height of the ceiling also has an important bearing 
on the vertical proportion of the setting. 

Another thing to consider in designing and con- 
structing a window is the class of merchandise that 
is to be displayed. A setting that has been planned 
for one kind of merchandise will not go equally well 
with certain other lines of goods. 

When a store has a stretch of windows and each 
window is to have a special background, say, at 
opening time, the settings should be carried out in 
neutral colors so that any line of merchandise will 
go well with it. 


0 >00<00<—0— 0 


First Co-operative Displayman Starts Work 


HE first co-operative displayman in the 

country has taken up his new work 

at Akron, Ohio. Recently, announce- 

ment was made by The DISPLAY 

WORLD that the Merchants Association of Akron 

was seeking a displayman who could trim the windows 

of some twenty smaller, stores in the city at regu- 

lar intervals, in order that these displays might 

be on a par with those of the larger stores, each 

one of the establishments paying a proportion of 
the cost. 

J. H. Hilton, well-known displayman, recently 
manager of displays for the Goldman-Cobacker 
Company, of Des Moines, Iowa, is the co-operative 
displayman employed after several months were 
spent in endeavoring to obtain a man who was 
versatile enough to meet the requirements of so 
many varied displays. 


Mr. Hilton recently met with the board of di- . 


rectors of the Akron Merchants Association, of 
which Jack Moore is secretary, and as a result 
was engaged to manage the new department of the 
organization, which is known as the Merchants 
Display Service Company, and which has offices 
in the Korach Building, Akron. J. L. Yeager was 
elected president of the new department, W. L. 
Shoemaker, vice president and Jack Moore, sec- 
retary. Mr. Hilton has already started on his new 
duties, and the service has been reported as sat- 
isfactory. 

The plan promises to be put-into general use 
throughout the country, and affords a new field 


for displaymen. The smaller stores that cannot 


afford to employ displaymen.on full time, can utilize 
such a service by paying a small proportionate cost 
each week. West Palm Beach, Florida and Pueblo, 


Colorado have been considering a similar plan for 


some time. 





BUFFALO DISPLAYMAN CHANGES POSITIONS 

Phillip Bellanca, the display manager of Davis Brothers 
Department Store, Buffalo, N. Y., for the past six years, 
and who was chairman of exhibits at the Buffalo conven- 
tion of the I. A. D. M., has resigned and has accepted the 
position of display manager of the Hens & Kelly Co., Inc, 
department store, succeeding E. J. Ryan, who has resigned 
to accept a position in another line of work. J. Eaton, 
display manager of the Surprise Store, retail men’s and 
boy’s clothing, succeeds Mr. Bellanca as display manager 
of Davis Brothers, Inc. ’ 





IMMENSE PROFITS FOR PARIS COMPANY 
The Etablissements Siegel, whose wooden and plaster 
mannequins have attracted no end of attention in Paris 
displays, made a net profit last year of 2,500,000 francs 
against 1,382,904 in 1923, according to the company’s finan- 
cial report. All the larger department stores in Paris and 
London are customers of the firm. 





CHANGE IN. INDIANA DISPLAYMEN ANNOUNCED 

Clarence Brown, who has been display manager of the 
Weiler Store at Hartford City, Ind., has resigned and has 
returned to Oil City, Pa., his former home. He was suc- 
ceeded at the Weiler store by Herbert Cox, of Louisville, 
Kentucky. 





STORES OBTAIN SIDEWALK DISPLAY SPACE 

Merchants of Norfolk, Va., doing business in the whole- 
sale district between Main Street and the Harbor, includ- 
ing Commercial Place, have been granted use of two feet 
of the sidewalks for display purposes. 
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Here’ s the answer 
to your problem— 





USE THE ONLY WINDOW LIGHTING UNIT THAT WILL ~ 





GIVE 100 PER CENT EVENLY DISTRIBUTED LIGHT! 





IT IS THE 


SUN-RAY Floodlight 


(New Type) MODEL No. 75 


Produces 3 times more light than any similar unit, 


using a 200-watt lamp. 


Absolute Equally Distributed Light 


Improved Color-frame makes it easy and quick to change colors. 


Universal joint that stays fixed—so that light can be adjusted to any angle desired. Now 


used by the better stores everywhere. 
films, wiring, etc., 


Price, complete with color unit, five assorted color 
$13.50. Without color unit (for white light), $10.50. 


A PRODUCT OF 


SUN-RAY LIGHTING PRODUCTS, Inc. 


119-21 LaFayette Street, New York City 
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Daily and Weekly We Create 


New Ideas and Suggestions in 


Artificial Flowers 
Artificial Fruit 


Baskets 


Background Papers 


Borders 
Beaver Board 


Bilt-Wel Board 
Birch Bark Strips 


Card Holders 
Cardboard 


Chenille Roping 
Color Attachments 


Flood Lights 
Foot Lights 


Gelatine 
Glass Stands 
Glass Shelves 


Glass Heel Rests 


Grass Mats 


Metalline Draping 


Cloth 
Pedestals 


Papier Mache 


Novelties 
Price Tickets 
Plushes 
Reflectors 


Revolving Tables 


for 


Scenic Paintings 
Show Cards 
Spot Lights 
Strip Lights 
Stix-Wel Glue 
Tinsel Flitter 
Thumb Tacks 
Valances 


. Velours 


Velour Papers 

Vines 

Wood Carvings 

Wood and Metal 
Fixtures 


nEreR WINDOW DISPLAYS” 


SEND FOR BOOKLETS 


Doty & Scrimgeour Sales Co., Inc. 


30 READE STREET 


NEW YORK 
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No. 320 © 


Bust Form Displayer 
These displayers can be used inside of 
stores on cases and ledges as ‘well as in the 
windows. 
Send for a copy of our catalog illustrating 


‘our complete line of window display. fixtures. 


Artistic Wood. Turning Works 


Successors’ to Polay Fixture’ Bice 


529 N. Halsted Street Chicago, IIL. 
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First Window Display Group Formed 


Initial departmental of any advertising club in the country starts off 
with address and window demonstration 


ROUPS for the study of window display adver- 
tising are to be formed by advertising clubs 
throughout the country, but the Advertisers 
Club of Cincinnati, Ohio, receives the dis- 
tinction of forming the first departmental of 

this kind at a meeting held in the banquet rooms of the 


Cincinnati Chamber of Commerce on the night of Septem- - 


ber 2. 

H. W. Schulze, assistant sales manager of the Hickok 
Manufacturing Company of Rochester, N. Y., was the 
speaker of the evening; R. T. Kline, advertising manager 
of the William S. Merrell Company, president of the Cin- 
cinnati Advertisers Club, was chairman of the meeting 
which followed a dinner. Facing the banquet tables was a 
curtained stage especially erected for this occasion, and on 
this stage a demonstration window was erected. Max 


Safir, display manager of the Smith-Kasson Company, a’ 


Cincinnati department store, installed in this window an 
original display featuring Hickok belts, illustrating the 
points brought out in Mr. Schulze’s address. Many Cin- 
cinnati displaymen attended the meeting, which was voted 
a huge success. 

Permanent. organization of the window display group 
of the Cincinnati Advertisers Club will be effected at a 
meeting to be held the night of October 9, in conjunction 
with the regular meeting of the entire club. Another 
window display demonstration will be a feature of this 
meeting, participated in by Cincinnati national .advertisers 
and local displaymen, members of the Queen City Display 
Club. 

The subject of Mr. Schulze’s andress was “Merchandis- 
ing Through the Windows.” In part, he said: 


“When I found the Advertisers Club of Cincinnati was 
adding a window display department, I could not help but 
feel that another big step had been accomplished in the 
promotion of window display advertising. Last March a 
national organization of mutual co-operation on the sub- 
ject of window display advertising was formed in Cleve- 
land. The new organization, called the Window Display 


Advertising Association, filled a great need. It made pos- 
sible a means whereby national advertisers could col- 
laborate in promoting a publicity so vital to the success 
of their magazine, trade paper or newspaper advertising. 
Through this association we have a clearing house of ideas 
on the proper distribution of display matter. How many 
of us here actually feel that we are getting 100 per cent 
distribution out of the advertising matter that we are 
spending good money for and sending out to our trade? 
We all have our ideas on what we-think is the proper 
method of distribution, and, while the ideas may differ 
somewhat, they, after all, boil down to the one desire— 
that of getting our display matter in the hands of our 
customers in the way that is going to assure us the biggest 
possible use. 


Cooperation of the Dealer Is Necessary 


“No advertising, however skillfully done, can be suc- 
cessful without the co-operation of dealers or jobbers 
handling the article advertised. You may spend thousands 
of dollars advertising an article, but the dealers handling 
that article must show it prominently in their stores and 
windows, or you, nor they, cannot possibly get the full 
benefit of your advertising. When you plan on a national 
campaign, tell them about it. No doubt this is something 
you are doing, but see that they get broadsides, reprints 
of your national advertising, along with suitable window 
display matter and a letter telling them how they are 
going to benefit by taking advantage of your national ad- 
vertising and tieing up to it by showing your product in 
their stores and windows. Show them how they can cash 
in on your proposition by increasing the turnover of your 
product, and ultimately your profits. If you can show 
your dealers how they are going to make money on your 
proposition, don’t worry; they will work with you when 
it comes to co-operating on a national advertising cam- 
paign. 

“Any article temptingly advertised is quickly sold when 
prominently displayed in the store windows. To get the 


Original Human Interest Window Display Demonstration by Max Safir for Window Display 
Group of Cincinnati Advertisers’ Club 
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pest results in store publicity, get the good-will and co- 
1ed operation of the window displayman. Give him some- 
thing to work with and an object to work to, and Mr. Dis- 
playman will generally be at your service. Offer him some 
incentive. Prizes go a long way in this respect. Hickok 
has found window display contests to be productive of the 
right results. These contests are conducted in such a way 
that the dealer in the small town has the same oppor- 
tunity as his brothers in the larger cities. Your own sales- 
men can be of great help to you and to their customers by 
offering suggestions in the matter of window displays. 
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a H. W. Scuutze, of The Hickok Mfg. Co. 
oduct in Rochester, N. Y., Who Addressed the Cin- 
can cash cinnati Window Display Group 

of your 
an show Keep them posted, giving them the new ideas that come 
on your up from time to time. I do not believe there is a line 
ou when manufactured that cannot be suitably and attractively ar- 
ng cam- raed in an attractive window display that will show re- if 
sults through sales. Even the automobile dealers are get- e ae & as : ae 

Id when ting away from the old plan of having some beautiful >) € O 2% H ] s 
get the model all washed and polished in their show windows as Introducing a recent “Frankel” 


an attention-getter. Not long ago I saw a beautiful win- 
dow display depicting a fall scene with a car on the road 
in the background. In the distance were the woods, and : 
inthe foreground the rough grass usually found around the °S the display of the modes that 
country. Careful attention had been given to every detail. are straight as a cathedral spire. 
This display took up a large part of the display room, but, 
judging from the number of people looking in from the out- 
side and those that were inside to inquire about the car, { Soo ue ee ee ee 
the man who conceived the idea must certainly have been ‘ CATALOGUES SENT ON REQUEST 

Wearing a pretty happy smile. per oe 


design —a new cast bronze base— 
and a model form essential for 


“Every Type of Display Fixture Known” 


“Even real estate operators are growing wise to the 
benefits of their windows, especially if they have the use 
ofa lower floor with window frontage. There is one such 
firm in Rochester that always has some attractive setting oo i | 
tlating to the ownership of a home. The dealer who is 

: e . . . t - z n ee 
the enough to recognize what you are doing in national FF ROADWAY NEW YORK NEW YORK 
mediums and makes the most use of your tie-up material > waccah Established 1888 
is the one who profits best. And—the dealer must profit ¥ - 
before the manufacturer can get his turnover and resultant 
Profit constantly each season.” 





(Continued on page 64) 
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With the remarkable progress 
of window display so evident the 
past year, has come added recog- 
nition each month. Newspapers 
have contributed to the growing interest in this 
important form of advertising the past year in a 
measure that shows conclusively the place it has 
taken in the realm of merchandising. It is found 
that advertising at the point of sale is absolutely 
necessary, whether it be in the tie-up with other 
forms of advertising, or whether it stands out alone. 

Newspaper recognition can be found by scrutiny 
of the columns of almost any daily publication to- 
day. The following from the Nashville Tennessee, 
Tennessean of August 3 is an example: 

“There is at least one advertising medium 
through which to approach and interest prospective 
buyers always available to the merchant. It is so 
flexible that it can readily be moulded to suit the 
needs of almost every class of dealer—open by its 
inexpensiveness, to the man who cannot afford to 
enter the field of publicity in a large way. And 
equally valuable, by its unusual demonstrative 
ability, to the dealer who employs every modern 
method in advertising his store and goods. It is 
the show window.” 


Recognition for 
Display Growing 
With Progress 


Here is what the Free Press of Streator, IIl., 
in its issue of August 5 says, editorally: 

“The window displays of Streator stores are of 
such high character as to attract favorable com- 
ment from visitors and tourists passing through 


the city. The appearance of the window displays 
of the stores in any city give character to the stores 
and to the entire city. If you notice a window that 
is seldom changed and poorly arranged, the chances 
are that the inside of the store will similarly im- 
press you. Furthermore, if the stores generally 
have poor window displays, it is probable they re- 
flect the atmosphere of the whole city. Merchants 
here are to be complimented.” 


The Arkansas City, Kansas, Traveler of July 29, 
expressed its opinion as follows: 


“The store windows of this city are a revelation 
and the enterprising merchants are to be com- 


mended for their fine merchandise displays. Very 
often this city is highly spoken of for the fine dis- 
plays in the business section. Those merchants who 
do not give much attention to the display windows 
should give serious thought to this merchandising 
necessity.” 


The Bakersfield, Cal., Californian, in one issue 
each week, contains a review of the window dis- 
plays of the city, written under the pen name of 
Mae Saunders. This is followed closely by resi- 
dents of the city, who recall many of the displays 
Miss Saunders has described, and it causes them 
to look for many others. A great many newspapers 
are taking up this feature, so that- window display 
advertising is no longer given haphazard attention, 
but is recognized as it should be. 





Akron Plan To The Akron plan of providing a 
Be Followed In co-operative displayman for the 
Other Sections smaller stores and shops of the 

city which do not employ regular 
displaymen is to be followed by many other cities. 
That is a safe prediction, judging by the inquiries 
and attention given to the system by the merchants’ 
associations of other sections of the country. The 
employment of a displayman on a pro-rated basis, 
whereby each of the smaller stores contributes a sum 
toward his salary and expenses does not create a 
burden on any of these stores and gives them a ser- 
vice that is on a par with the other larger stores of 
the city. - 

By adopting such a co-operative system, any 
city can have its principal shopping thoroughfares 
lined with up-to-date, artistic window displays that 
will create comment from visitors and tourists, and 
raise the standard of window display advertising. 
It is a method to be studied and followed closely. 
To J. H. Hilton, a rising young displayman, goes 
the honor of being the first co-operative displaymat 
in the country. It is hoped his efforts will be com- 
mensurate with that honor and that the high stat- 
dard of his displays will serve to his credit. 
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The Significance of the W. D. A. A. 


Development of window display advertising to highest point of eff- 
ciency is seen in composite organization 


By F. H. PECK, M. D., 


President, Window Display Advertising Association 


EALER display is our oldest form of adver- 
tising. From the nomadic trader of old, who 
spread his wares on the ground for the 
passerby, to the money lender who used the 
walls of King Solomon’s temple, display was 

the one form of promotion the merchant knew. In ancient 
Pompeii and Rome we see even today in the stone fronts 
of their market places evidences of the merchant’s recog- 
nition of his need for the display of his goods. 

In principle there is no difference between the display of 
this old tradesman and that in the plate glass window of 
today. A better understanding of art and of merchandis- 
ing, more subtlety perhaps, but in principle the same, 

Modern merchandising differs from the barter and sale 
of our ancient tradesman in that the desire of possession 


is now created in the minds of the potential purchaser by 


advertising far removed from the point of sale. Between 





F. H. Peck, M. D., 
President of the W. D. A. A. 


the creation of the desire and the crystallizing of that 
desire into purchasing lies the broad gap of time and 
place that enables thé inhibitory reactions, reason and judg- 
ment and procrastination to outweigh the first impulse. 

It is because of our recognition of the terrific mor- 
tality of our advertising-created desires through the in- 
hibitory reactions, and the need for reminders that will 
bridge the gap and recrystallize those desires at the point 
of sale, that window and store displays are at least being 
Tecognized as essential adjuncts to almost every advertis- 
Ing campaign. 

Two or three years ago window display was looked 
Upon by advertising agencies and national advertisers alike 
Merely as bait for the dealer—something free for the sales 
lorce to offer to the dealer that-would enable them to 
sell. The realization that the dealer’s window had a cir- 


culation of thousands where other media had hundreds; 
that in capacity for dramatizing the merchant’s appeal to 
the public the window display was far superior to any of 
them, and that, through advertising directly at the point 
of sale as it alone does, it far outweighed in pulling power 
every other medium known, never seemed to occur to the 
advertising man. 


Analyses Show Importance of Display 


Careful analyses such as those by A. T. Fischer of 
Cleveland, Francis Maulsby, formerly of The Blackman 
Company, and the host of others now devoting their time 
to the development of display are convincing the national 
advertiser that with our present high advertising costs no 
campaign depending upon dealer sales can be carried to a 
successful conclusion without the use of display. 

Realization by advertising men of the importance of 
the medium has brought about a tremendous increase in 
the production of display material until the display field 
is now in a thoroughly competitive stage. Today the na- 
tional advertiser who would secure space in the dealer’s 
window must offer something more than a picture or a 
colored cutout. The successful window display must now 
be the creation of many minds—the artistic, the commer- 
cial, the advertising, the psychological and the analytical. 
It must have attention value, interest value advertising 


-value and selling value. 


Study of the display needs has brought to light another 
great problem. Displaymen, and a few advertising men, 
realize that but a fractional part of all the displays pro- 
duced ever reach the dealer’s window—competition for 
window space, faulty displays, ignorance on the dealer’s 
part and a score of other things serve to waste probably 
four-fifths of all the display material produced. The aver- 
age window display instead of costing the advertiser a 
dollar, as he probably supposes, is in reality costing him 
five and even ten times that amount, due to this wastage. 
The national advertiser is having it brought home to him 
today that a thousand cheap displays in the dealer’s base- 
ment do not balance even one effective one in the win- 
dow. And herein is added aother angle to our display 
problem—the angle of the service man—the man who in- 
stalls windows—the problem of distribution. 


Summary of Reasons For Organization 


Summing up the problem of display advertising gives 
us the “raison d’etre”—the reason why an organization of 
men in the advertising and display field is today a vital 
necessity to the national advertiser, who is today wasting 
good money whose loss means inefficiency in merchandis- 
ing and excessive overhead that in the long run reduces 
sales through excessive cost to the consumer; to the adver- 
tising agency and the counsellor, who all too frequently 
are novices in display advertising; to the display producer, 
who, judging by the character of many of the displays 
he supplies, is woefully weak in many of the essentials 
necessary for effective display advertising; to the pro- 


(Continued on page 50) 
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With These 
Imported Goods You Can 
Make a “BETTER” Display 


VELOUR PAPER—Imported, in 15 shades, 41-inch 
rolls, 11 yards long. 

-SILVERED FOIL No. 7—Soft and pliable, 12 x 23 
inches. 

COLORED FOIL—Soft and pliable, 9 colors, 
12 x 25 inches. 

SILVERED FOIL No. 18 — Hard and brilliant, 
9x 21 inches. 

TINSEL RIBBONS—%”, %4”, %”" and %” wide. 

SILK WOOL—Red, green, pink, purple, light blue, 
white, orange and black. 

FANCY FIGURES—For all holidays. 

FLOWERS—For Easter and Christmas. 

— AND SILVER PAPERS—In sheets and 
rolls. 

‘ BATIK PAPERS—In sheets and rolls. 

NATURE PAPER —In sheets and rolls, red, green, 
purple. 

FOIL OR TINSEL PAPER—In 10 shades, for 
floats, etc. 

COMPOSITION LEAF—5%4” and 6” square. 

GOLD PAPER LACE STRIPS—1%”, 2” and 2%” 
wide. 

MOTHER-OF-PEARL PAPER. 

FANCY TISSUES—In floral effects. 


Karl Pauli Corporation 
454 BROOME ST., NEW YORK CITY 
Phone Canal 1402 








Window Display 
Advertising 


Card Writing 


At the only school of its kind in the 
world. Class work is done in actual win- 
dows in the school room. 20th successful 
year with over 10,000 graduates. 

Courses range from 4 to 8 weeks. Tui- 
tion very reasonable. 


Get Our Catalogue 


Our catalogue of over 100 pages is filled with 
hundreds of illustrations of students work and 
gives you full details of all our classes, tui- 
tion, etc. 


THE KOESTER SCHOOL 
314-316 S. Franklin St., Chicago 
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Store Emphasizes Value of Display 


(Continued from page 5) 


year the store has jumped from $1,000,000 to more 
than $4,000,000 with prospects of doing more than 
$6,000,000 this year. 

The willingness and foresight of the heads in 
spending thousands of dollars to add additional win- 
dow space to attract more business, is the type of 
merchandising and management that spells success, 
There is no business that will incréase and grow 
steadily from year to year, to any noticeable ex- 
tent, that does not do things agressively. 

“The display windows mean much to the store,” 
said Mr. Peck. “They are the very heart of any 
retail institution. They are the first to greet the 
customer and their impression is a lasting and im- 
pressive one. If the windows are slovenly dressed 
and decorated, what will the customer think? She 
will think the remainder of the store, is just the 
same, while on the other hand, if the windows are 
neatly dressed and the merchandise is perfectly’ 
shown, the impression will be just the opposite 
and the lure to enter will be increased a thousand- 
fold. 

“Would a millionaire build a beautiful mansion 
with an awkward, ugly front to it? Would he 
spend thousands of dollars on finishing and fur- 
nishing the interior of the house and then build a 
delapidated cheap wooden front to it? He would 
not. He would spend even more, in proportion, to 
make the front of the house bespeak refinement, 
richness and art. But, on the other hand, do not 
think that he would forget the interior after he had 
made the front everything that was desirable. He 
would continue to carry out the ideas of a rich 
home, in the interior as well, and retail stores should 
do likewise. Do not think because you have 4 
beautiful building that that is all that is necessary. 
No. Fit it up in the best possible manner, in keep- 
ing with the general surroundings, and create at 
atmosphere that is pleasing and that will remain in- 
delible on the minds of your customers.” 

Bronze grill work will form a decorative part of the 
new front, and a large clock will be suspended di- 
rectly over the entrance. A bronze lamp will hang 
on either side of the entrance. 

The accompanying illustration is a sketch of the new 
entrance as it will look when completed. 





ADVERTISE WINDOW DISPLAYS BY NUMBERS 

Younker Brothers, Des Moines, Iowa, recently linked 
up their window displays with newspaper advertising 
when the twenty-one windows were illustrated in the 
advertising by a clever drawing, each window being num 
bered from 1 to 21. The slogan “Look Before You Buy’ 
was the keynote of the ad. 
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Pacific Northwest Displaymen Alert 


(Continued from page 13) 


Address by well-known displayman—Not yet selected. 
Competitive demonstration—Women’s ready-to-wear. 
Lecture on Window and Store Illumination by Clark Baker. 
Adjourn. 


Wednesday, September 24— 10 A. M. 


Music by orchestra. 

Call to order by President Cultus. - 

Address by well-known displayman. 
Competitive demonstration Men’s Furnishings. 
Address by Spokane Displayman. 
Demonstration by Spokane Club. 

Adjourn for lunch. 


Wednesday, September 24—2 P. M. 


Music by orchestra. 

Call to order by President Cultus. 

Address by Geo. A. Phillips, President and Manager Palace 
Store and organizer of Washington Retailers Association. 

Demonstration of live model draping by D. D. Starr, Dave 
Smith, R. Herring. 

Reading of committees report. 

Adoption of constitution and by-laws. 

Election of officers. 

Selection of convention city. 

Appointment of committees. 

Adjournment. 

Meeting of Executive Committee. 


Wednesday, September 24—7 P. M. 


Banquet. 

Awarding of prizes. 
Addresses. 

Dancing. 

The following firms will erect and maintain. exhibits 
during the convention: 

The Curtis Leger Fixture Co., Chicago, Ill.; G. Reising 
& Co., Chicago, Ill.; Karl Stern Co., Inc., Los Angeles, Cal.; 
J. R. Palmenberg’s Sons, Inc., New York City; The Modern 
Art Studios, Chicago, Ill.; The Walter E. Zemitzsch Co., 
St. Louis, Mo.; The Bodine-Spanjer Co., Chicago, Ill.; The 
French Wax Figure Co., Milwaukee, Wis.; The Botanical 
Decorating Co., Chicago, Ill.; Bert A. Landers, Inc., Los 
Angeles, Cal.; The McCallum Co., Pittsburgh, Pa.; Decor- 
ative Plant Co., New York City; L. E. Oates Wax Studio, 
Los Angeles, Cal.; Hugh Lyons Co., Lansing, Mich.; Curtis 
Lighting, Inc., Chicago, Ill.; The Hulsizer Co., De Moines, 
Iowa;. Baer’s, Inc., Chicago, Ill; Adler Jones Co., Chi- 
cago, Il. 





ADDRESSES CHICAGO DISPLAYMEN’S CLUB 

Fred Clark, adjustment manager of W. Weiboldt & Com- 
pany, recently lectured before the Chicago Display Men’s 
Club. He pointed out that the displayman is primarily an 
advertiser occupying the first-line trenches in the battle for 
business as upon his judgment in displaying merchandise 
tastefully and attractively will depend in large measure, 
the amount of patronage which will come to the store from 
the casual passers-by. 





WELL-KNOWN DISPLAYMAN CHANGES LOCATION 

Earl P. Kleppinger, well-known displayman who has 
been conducting a display service in La Porte, Ind., has 
recently begun his new duties as display manager of the 
Wacher Department store, of Beatrice, Neb. 
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Supreme Quality 
Made in Thirty-three Brilliant 
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3 REPE 
IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 
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The Tuttle Press Co. 


APPLETON, WISCONSIN 
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Pat. June 5, 1923 


Use Timberlake’s Showall 
Easel For Displaying 


Chinaware, Pictures, Pocketbooks, 
Stationery, Gloves, Candy and 
other Boxed Goods. 


Adjustable for deep or shallow 
pieces. 

Slant adjustable to five positions. 

Folds flat when not in use. 


Retinned or Gun Metal Finish 


I ie a $16.50 


Less than 14, gross lot, per doz.__$1.40 
2 per cent 10 days, net 30 days. 


J. B. TIMBERLAKE & SONS 
JACKSON - - - MICHIGAN 
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Profits Promoters 


ATTRACTIVE BRIGHT WINDOWS 
TRIMMED WITH 


Hydol’s Plush 


RADIANT, RICH AND 
LUSTROUS COLORS 


24, 36, 50-inch widths 


Free samples on request. 


Headquarters for a Complete Line 
of Cotton Velour 


‘The Hydol Plush Company. 


Established 1889 
36 East 21st St. New York,-N. Y. 
Character Mdse. “HYDOL” 
































No. 5140 Rolled Top Basket—15x22 inches. 
filled with Roses, Asparagus Ferns, etc., 
with bow, complete, $2.50 each ; per dozen, 
$25.00. 


Write today for our ILLUSTRATED 
CATALOGUE No. 5, in colors, of Artificial 
Flowers, Plants, Vines, etc., mailed FREE 
FOR THE ASKING. 


<—00<——0 


Frank Netschert, Inc. 
61 Barclay Street New York, N. Y. 




















September, 1924 


With the New York Displaymen 


Many impressive displays in Gotham windows while 
lamp rcom attracts at Wanamaker’s 


By WILLARD D. HART 
Special Correspondent The DISPLAY WORLD 


S is natural in all lines of endeavor 
things have been quiet in the retail in- 
dustry during the summer, and as a re- 
sult little has been done by the local 

displaymen in the way of novel or spectacular dis- 
plays. Sales merchandise has been featured here 
during July and August and those who endeavor 
to pass along new ideas to display managers 
throughout the country have had a difficult time 
of it. Here and there in spots, however, a good 
looking window blossomed forth. 

A highly impressive window of distinctive char- 
acter, having the bridal trousseau for its subject. 
attracted plenty of attention to the front of Fred- 
erick Losser & Co., Brooklyn. The strong con- 
trasts and the big, simple masses of the composition 
were bound to catch the eye without the least hesi- 
tation. 

At the right, standing out against the black back- 
ground and the dark floor was a door composed of 
white grill work. The ornamental arched top con- 
tributed especially to the decorative effect of the 
window. Taking up the left half of the space was 
a white statue of a cupid standing on a short col- 
umn. Branches of flowers in great profusion were 
banked around the column with ferns showing at 
the base. 

At the right, in front of the gate, a woman 
figure was seated on a bench, which stood on a 
low platform covered with black. The figure wore 
a white negligee. 

Several other garments were distributed about 
on fixtures. The larger ones near the flowers, on 
higher stands, the smaller one nearer the front, on 
lower supports. Containers of perfumery were placed 
wherever opportunity was forthcoming. 

A display of children’s coats shown at Franklin Simon 
& Co., was attractive. It was not so, from any unique or 
startling idea or treatment, but because a period of obser- 
vation brought out the fact that children’s mothers looked 
at it with marked interest, while the children manifested 
equal interest in certain features. One waited for the other 
without impatience. 

There were three coats on forms, one form standing 
on a wicker table. They were light blue and light yellow, 
two of the butter color. A hemp rug covered most of the 
floor. Adjacent to the two coats at the right stood yellow 
and blue hats, the colors being arranged to contrast with 
those of the coats. Children’s shoes and stockings were 
distributed in little units over the floor. Some of the stock- 
ings hung from the fixtures used for the other garments. 
What took the attention of the young spectators was 4 


small but select company of little dogs, buff as to color, 
snubby as to nose. Two stood or sat on the floor, one 
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sat back on the small table at the center. One of the pups 
held a miniature cane in its lap. 


Hosiery Window Display Proves to be Unique 

Those who were passing along the front of the James 
H. Hearn store found much interest in a hosiery window 
which was employing the idea of a shop within a shop. 
The semblance of a section of a store occupied the middle 
space in the window. It was executed in a tidy and realistic 
manner. 

The picture idea was not carried throughout the entire 
windows. Stockings draped on fixtures and laid in folds 
on the floor were placed even in front of the show case. 
Fixtures on the floor and mounted on other fixtures filled 
out the space left at the ends. 


Lamp Display in Wanamaker’s Interesting 


One of the large rooms devoted to lamps on Wana- 
maker’s fourth floor in the New York store, has been 
changed in character to such an extent by reason of its 
furnishings and equipment, that it was announced properly 
in an advertisement as a “new room for lamps and lamp 
shades.” The rooms are paneled with wall paintings of the 
Louis XV period, taken from an old chateau. Furnishings 
and equipment in general in key with the paintings and the 
period have been supplied to bear out the proper effect 
adequately. The painted panels range in size from large 
‘square ones nearly reaching the mouldings to narrow strips 
fitting in here and there. As is expected of such pictures 
they depict stilted ladies in spreading skirts surrounded by 
men and trees about equally rigid in manner and deport- 
ment, all carefully located in formidable formal gardens. 

The low tone of the paintings the gray-green of the 
walls, and the cream color of the antique cabinets and 
tables provide a soft, rich background, which sets off the 
lamps and shades, and at the same time merges with 
them. The lamps for which the room is designed are 
mostly table lamps in vase designs of glass, faience, or 
pottery, and the shades are of chiffon, silk or paper in 
delicate tones of pink, yellow or blue. 

The more vivid colors used to accentuate the coloring 
of the room are found in the bright hues of silk pillows 
strewn on davenports that stand at the sides. Floor lamps 
flank the larger units. One corner of the room contains bits 
that are characteristic. There are, at the right, a panel 
with gilt framed mirror, having a painting in the orna- 
mental part at the top; a table of ornate design in front, 
supporting small lamps and crystal vases and bottles. The 
lamp shades are yellow; the glassware blue. 

At the left, a semi-circular stand having shelves ar- 
ranged like steps contains vase lamps. A yellow plush chair 
and a lamp in front of a mirror come next. At the other 
end of the room a steam-line console in cream color sup- 
ports glass and porcelain lamps which have for their back- 
ground one of the large panels. The shades are pink. 
Yellow floor lamps stand at either side. All the lamps 
having shades are lighted. The greater part of the mer- 
chandise stands on tables ranged along the the middle 
of the room. 

Another attractive window at James A. Hearn & Sons, 
was one devoted to Turkish towels. This had a very orig- 
inal and unique setting. The background of the window 
consisted of the rear end of a bungalow or small house. 
The window itself represented the back yard. At the front 
of the window a picket fence ran. Clothes lines ran across 
the grass mat lawn from two supporting posts. A figure 
oi housewife dressed for housework stood in the act of 
hanging up some clothes which she had apparently just 
washed. One line was hung full of Turkish towels. Turkish 
towels were shown in piles on the lawn. 
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MPYRUS 
SILKREPE 


Reg. U. S. Pat. Off. 


A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 


100 MARKET ST. 
KENILWORTH, N. J. 




















SOMEONE ONCE SAID 


“The Eye Is The Window 
To The Soul’’ 
Equally True 
“The Eye Is The Door 
To Sales” 


JUST STOP AND THINK 


PLUSHES and VELOURS 
Ns G ) 
\ x : FOR 
BS | Window 
TneToreoeeri "T Pinaming 
We especially solicit the 


Business of Display Fixture 
Houses and carefully fill same. 


Samples Sent on Request 


NATIONAL PLUSH CO. 


7 West 3rd Street New York City 
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VALANCES 


OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
FINDLAY, OHIO 











“AT PENN STATION” 


CENTRAL INSTITUTE 


Window Dressing, 
Show Card Writing 
and PoSter Art. 


Praétical Individual InStruétion 
by Experts. 


256-258 West 34th St., New York City 








DECALCOMANIA Trans/ers 


FOR WOOD, METAL,GLASS, COATED CLOTH, Erc. 








Special designs and trademarks 
made to order. Send copy for 
quotations. 
THE COMMERFORD CO. 


110 East 19th Street, New York 
Tel. Stuyvesant 3272 











Just A Reminder--- 
Send for our new fall sample book 


Imported Display Papers 


AND 


ANAGLYPTA 


the new relief creation for novel displays 


Murdison Display Service 


1095 Genesee St., Buffalo, N. Y. 
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Chicago Monthly Display Review 


Tinge of autumn reflected in State Street displays 
with much attention given to details 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


HE tinge of Autumn is unmistakably reflected 

in the State Street shop windows these first 

few days of September. Autumn Foliage, 

Autumn Styles. Autumn Colors and real Au- 

tumn Weather—all contrive to make the present 
window displays of more than ordinary interest to the host 
of shoppers who daily throng this great retail thorough- 
fare. 

There is perhaps no time during the entire year when 
one might say that the State Street windows are uninter- 
esting—for they are kept interesting all of the time—but 
there is perhaps no time when they seem to be more in- 
teresting than they are during the first days of Autumn. 
More attention seems to be given to the advance Fall 
displays now than in former years. The decorative treat- 
ment of the windows is more seriously considered and 
better handled; the styles and the merchandise shown are 
more representative of the best of what is to come than 
they used to be. The result of these things mean more. 
interest in the yearly Fall displays and consequently more 
sales therefrom. 

The windows of The Fair are particularly interesting 
and attractive with displays of distinctive Fall apparel, 
much of which is shown at popular prices. The main win- 
dow at the corner of Adams and State Streets shows sev- 
eral different models of “Fall Frocks at $25.” Five wax 
figures are used in the display and there are several pieces 
of millinery and small furs, gloves and hand bags nicely 
grouped in neat units filling in the open spaces. Two large 
hand-carved chairs upholstered in needle-point, and one 
large writing desk are used to great advantage in this 
window. 

A large window showing about 15 hats in purple shades 
is particularly striking. A card which reads, “Paris Spon- 
sors Pansy!” tells the story. One other window that seems 
to stand out in the State Street lineup is one of lingerie 
in colors of pink and peach shades entirely. In the center 
of.the window is a handsome vanity dresser in light green 
with drawers slightly open and a piece of lingerie peek- 
ing out. At each side and toward the ends of the window 
is shown a wax figure wearing some of the garments— 
other garments are nicely displayed on stands, chairs, etc., 
and forming a pleasing arrangement. 

Bedell’s Autumn displays are on in full force. The 
Chinese grill frames in black and gold, which have been 
used heretofore, are as attractive as ever with the addi- 
tion and change of a considerable amount of Autumn 
foliage in brilliant shades of red, brown, green and gold. 
Gold cardboard has been placed in behind the black screens 
and the foliage worked out in front. A large urn filled 
with the same kinds of foliage makes a striking and very 
decorative centerpiece for the caenstone backgrounds. 
Three of these units are used on each long section of win- 
dows in the lobby. ; 

The windows at Carson, Pirie, Scott & Co. are, as usual, 
right up to the minute in every way They are always 
distinctly attractive in at least two ways: (1) The mer- 
chandise on display is always stylish and. therefore of 
interest; (2) the grouping and arrangement of the mer- 
chandise shown, together with the decorative methods used 
by Mr. Tannehill and his able assistants, seem to bring 
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out everything possible in the particular garments dis- 
played. The first six windows on State Street which are 
always devoted to displays of Women’s Wearing Apparel, 
are particularly interesting now. The first two large win- 
dows are featuring fur-trimmed Autumn Suits in shades 
of brown. In the center of the background of each of 
these Mr. Tannehill has placed a large console mirror 
and carved table. An urn filled with brilliant Autumn 
foliage is placed on one end of the table even with the 
left side of the mirror frame. The framework of the mir- 
ror is almost covered all round with the same kind of red- 
brown foliage. So is the console table and some of the 
foliage trails down to and on the floor below. The rich 
Autumn effect makes a wonderfully attractive and har- 
monious color scheme for the brown suits, hats, gloves and 
small furs shown in these two windows. 

The outstanding window at Mandel Brothers just now 
is one in which the elaborate wedding gown worn by 
Gloria Swanson in “Her Love Story,” which is now play- 
ing at the McVicker’s Theater, is displayed on a wax form. 
It is a “gown fit for a queen” and is displayed in such a 
way as to show it off to the best possible advantage. Two 
large vases containing orange blossoms, one on either side 
of the figure, a large colored photograph of one of the 
principal scenes in the play and a card telling what it’s 
all about is all there is in the window. Crowds of women! 
Other Mandel windows are devoted exclusively this week 
to the display of dress fabrics for Autumn, three big win- 
dows being used, and each window featuring a single type 
of fabric in two or three different colors. Appropriate 
dress trimmings and ornaments are artistically combined 
with the drapes of goods. “Patio—a -new silk for Fall’— 
is shown in the corner window at State and Madison, 
while the companion window on the Madison Street side 
features a display of “Imported Velours Faconne—that 
only Paris can devise.” These drapes of “Silk and Wool 
Bengalines” with a wax figure -wearing a finished suit of 
the same material are shown in the other large window 
on State Street. 

Charles A. Stevens’ commodious island window is at- 
tracting a considerable amount of attention with a very 
comprehensive display of smart new model suits and coats, 
all in shades of brown and tan. Gray, black and brown 
fur trimmings are shown on many of the new garments. 
Millinery, hand bags, gloves and small furs are artistically 
worked in well-placed units here and there, which adds 
greatly to the general effect of the larger articles of ap- 
parel. 

The windows at: Marshall Field & Co., with the excep- 

tion of the corner window at Washington Street and the 
corner window at Randolph, both of which are closed, 
are given over almost exclusively to the display of Dress 
Fabrics of silk and of woolen goods. Two and three drapes 
are used in each window and the correct trimming ma- 
terial and ornaments used in connection therewith offer 
valuable suggestions to dressmakers and individuals in 
working out ideas for correctly designed costumes. The 
fabrics shown are new and exceptionally attractive from 
every point of view. Filmy silks for evening gowns are 
combined with gold and silver overdrape materal and laces 
delicately interwoven with gold and silver thread designs 
are strongly emphasized, while the heavier woolen fabrics 
for outer garments feature homespun weaves in plaid pat- 
terns in shades of browns and greens and combinations of 
these two shades. : 
_ All the smaller shops up and down State Street are 
vieing with each other in their effort to show the best 
things they have in the windows to catch the eyes of the 
Passing prospective buyers. “ 
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TINT YOUR LAMPS WITH 


GLOCOLORS 


HAVE DULL FINISH AND DO NOT FADE 


Oversized can makes 
dipping easy. 
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lickglo, Flame . § ®98co Lanona torts 

Sunsetglo, Orange epee Dagar $2.50 

Roseglo, Rose Pink ; === ee d 

Royalglo, Orchid : —_ per aozen 





ROSCO LABORATORIES 


131 THIRD PLACE, E. 


BROOKLYN, N. Y. 























SPECIAL TO OR- 
DER VALANCES. 
DRAPEO AND 
PLEATED EF- 
FECTS.SKETCHES 
AND SAMPLES 
SUBMITTEDWITH- 
OUT OBLIGATION. 


WINDOWGRAFT 2: s:::: 


DRAW CURTAINS 


VALANCE & DRAPERY CO. “\co* vss 
326 Superior Av.,N.W. Sacncrocac 
Cleveland, Ohio 


DRAPERIES. 





Sere 
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Santa Claus Snow 


will give to your holi- 
day windows the true 


spirit of Christmas. 
You will find Santa 
| Claus Snow adds wonder- 
: fully to any holiday deco- 
ration. It is made up of 
a multitude of crystal 
clear flakes that glisten 
and sparkle brilliantly un- 
der any kind of light. 





Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and produces a great 
effect. 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., Forest’Parc, 1” 

















Window Settings and Novelties, 


THE KINNEAR ARTCRAFTS | 
Art Panels, Scrolls, Backgrounds 


19 EAST 15th STREET 


Correspondence solicited. 


NEW YORK 

















ART IN BRONZE C 


Bronze Signs 


Economy — Quality 
— Service 
MANUFACTURERS 





1782 East 37th St. 
* CLEVELAND, O. 
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Call Us In On 
That Big Job! 


yr something néw 

and original is de- 
sired in display equip- 
ment without paying the 
penalty of prohibitive 
prices, it will pay you 
very well to get in touch 





with us. 


Segall & Sons 


Manufacturers of 
PERIOD WOOD DISPLAY FIXTURES 


Offices and Showrooms Factory 
933 Arch Street 865-67-69 N. Randolph St. 


Philadelphia, Pa., U. S. A. 














Progressive Studios 


440 W. 46th St., New York City 
Phone .Pennsylvania 7789 


SPECIAL CHRISTMAS DIS-— 
PLAYS AND NOVELTIES 


All Kinds of. Window Displays 
Theatrical Props. Papier Mache 
Mechanical Papier Mache Displays 

Moving Picture and Theatrical Work 
Advertising Novelty Floats 
Stage Furniture 
Scale Models Objects d’Art 


area ~ Specializing on Department Store 
Size 5 ft,, 6 in. Work and for National 


Any Color 
Price on Request Advertisers 























STENCIL SILK 


USED IN MAKING 
SIGNS, PENNANTS, 
SHOW CARDS 
ALL NUMBERS IN STOCK 
SAMPLES ON REQUEST. 
'-Yo)-1 4-5 ae Oe OO 
26 N. FRONT ST. PHILADELPHIA 





wir OUR ELECTRIC TURN 


DisPLAY «> SELL MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write today. 


my ° asers ELECTRIC WINDOW SALESMAN CO. “Soston 





’ DOU BLE YOUR WINDOW any 
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The Significance of the W. D. A. A. 


(Continued from page 43) 


moters of advertising media of various kinds, who fail to 
realize how much supplemental advertising at the point 
of sale would increase the effectiveness of their particular 
medium; to the retailer, who,’as a rule, appreciates neither 
his window nor the co-operation the national advertiser is 
intending to give him; and last, but not least, to the service 
man, who may be an efficient window trimmer but who, 
as a general thing; seems to lack familiarity with the dis- 
play problems that confront the national advertiser, the 
advertising agency and the producer. 

The Window Display Advertising Association is a com- 
posite body of men representng every angle in the display 
field. They have a vital interest to serve in developing 
display advertising to the highest point of efficiency. 

It is only through such an organization that our display 
problems can be solved. It is only through organization 
that dealer display advertising can be brought to its proper 
place in. the advertising campaign. There are too many 
angles in too many hands and in too widely ranging types 
of minds for any individual or even a small group of in- 
dividuals to visualize the co-ordinated needs. 

The work of the organization is well defined: 

To devise means to increase the effectiveness of dis- 
play through systematic study and research. 

To gather statistics and data that will serve the national 
advertiser and the advertising counsellor as a guide to 
their display campaigns. 

To eliminate waste in display advertising by encour- 
aging the use of better displays, devising better methods of 
distribution, and the education of the dealer to the true 
value of his window and of the display material. 


To educate the dealer to the part his window should 
play in the advertising and merchandising of his own busi- 
ness. 

To promote a spirit of co-operation between the vari- 
ous factors involved in display advertising, and to assist 
each through the knowledge gained from others to de- 
velop the efficiency of his own particular field. 

If the W. D. A. A. can accomplish even a fraction of 
these it has more than justified its existence. 





BEAUTIFUL AUTUMN CATALOG PUBLISHED 

L. Baumann & Co., 357 West Chicago Avenue, Chicago, 
Ill., have just issued their elaborate 1924 Autumn Catalog, 
and it is one of the most attractively prepared books ever 
issued by that floral and decorative concern. Thirty-two 
pages of highly colored art ‘work and an abundance of 


descriptive matter comprise the book with an attractive. 


cover. A great many window and store front illustrations 
are included, in addition to the decoratives. 





OPENS AN OFFICE AND SALESROOM IN DETROIT 


A large office and salesroom has been opened by The 
Onli-wa Fixture Co., of Dayton, Ohio, at 1439 Broadway, 
Detroit, Mich., from which address the Automotive City 
and the Wolverine State will be covered. To better: serve 
their growing list of patrons in Michigan territory, #e 
company will carry, at the new location, a full line of sam- 
ples and a stock of their best numbers in metal and wood 
for immediate delivery. The importance attached to the 
new office of the company is indicated by the fact that 
J. H. DeWeese, president, will be in charge. He will 
be assisted by C. A. Betteridge, C. V. Wayne and R. J. 


Benning. 














er, 1924 





September, 1924 





THE DISPLAY WORLD 


51 











cA, 











HOLIDAY SHOW CARDS THAT IMPART THE TRUE XMAS SPIRIT 



























































fail to The cheerful Xmas stores will get the most holiday business. These beautiful ready-to-letter show cards are 
- point printed in attractive colors on best grade vellum finish 6-ply stock and are the best line to be had. 
‘ticular ; 
neither 
tiser is 
service 
t who, 
he dis- 
er, the 
a com- 
display hie Design No. 2 
sloping 
: | 
display 
ization 
proper | 

many (ee fn 
+ types | | Pion” 

of in- | TE. 

| 

of dis- | Design No. 4 Design No. 5 Design No. 6 

is All designs are made in 4%, % and Ys sizes. Design No. 3 is also made in 14x22 size. Design No. 6 is 
ational | made so that the backgrotind of candle and candle flame is printed in yellow or in gold. PRICES: % size, 
ide to | $7.00 per 100; 1% size, $6.00 per hundred; ve size, $4.50 per 100; % size, No. 3, only, 25c each. Discount of 5% 

allowed on orders of $25.00 or over, and 10% on $50.00 or over. When remittance accompanies order we prepay 

ncour- baeucarccaamus: charges. SHIPMENTS will be made on or about November | unless otherwise requested. 
te of | ORDER NOW to avoid disappointment. 


e true | THE VEIT ART COMPANY, 3733 Pleasant Ave., MINNEAPOLIS, MINN. 




































































should a 
1 busi- : 
BU your Fabrics for Backgrounds, Drapes | 
: and Floorings from the house that has 
» vari- Cc : | supplied the leading Theatres and Shows of America! 
assist HERE ARE A FEW SUGGESTIONS 
to de- Embossed Gold and Silver Duvetyn__Per yard___$1.00 
Plain Duvetyn, all Colors___._------ Per yard___ 60c 
ins of Colored Silk Metallium_---_--------- Per yard__.$2.50 
Gold and Silver Sparkling Emb’d 
ao, eee eRe T aS RENE POT genase ee ae Per yard___$4.50 
QUEL Gold and Silver Sparkling Emb’d 
| [OL 2.5, ee ASE SON oe Per yard___$3.50 
ED i Panels and Drape Shades | Full Line of Mettalines (all Colors)_.Per yard_-- 60c 
‘icago Materials and Workmanship of dependable char- B a ae Ble Re ae Seeieeeed, 
Sie acter. Absolutely SUNFAST Appliques that will t: Beara geen ee eine oF ce rage aay oe 
ugg retain their color. Satisfaction guaranteed. pete? Ss en aa sie i er a Le 
S ever Write for descriptive matter, Suggestions and our Prices. | en ee ee : z 
ge NATIONAL DECORATIVE CO. | DAZIANS’ Inc. 
ie Hudson & Federal Sts. Camden, New Jersey | 142 West 44th Street New York City 
‘active. 
ations 
Snappy Xmas Displays That Compel Attention 
THE ONLY LIFE SIZE 
ROIT 
; The Santa Claus Cut-Outs 
dway, EVER OFFERED TO THE DISPLAY FIELD 
City Stands 5% feet high by 34 inches broad. Cut out as illustrated. 
serve Beautifully lithographed in eight colors and mounted on heavy 100- 
z, the point board for outside or inside display. Reinforced with strong 
- sam- wooden easel. Made and shipped in' one piece ready for use. 
soll SLOGAN SPACE offers opportunity for direct suggestion. Descrip- 
ng hi tive folder and miniature sample sent upon request. 
- SPECIAL PROPOSITION to live display dealers and displaymen to 
t that handle this easy-selling Xmas line. 
2 will Price, each $16.00——Lots of three, each $15.00 
R. J. F.O.B. Cincinnati, O. 

















comencreneamenes THE GEO. H. JUNG CO., CINCINNATI, OHIQ (eccctcencesoce mene 
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Color Important Factor in Display 


Many ideas that will associate themselves with autumn season can be 
obtained by a card writer's trip to the woods 


By J. CHRISTIE MANSFIELD 
Display ‘Manager, J. J. Kirk Store, Barnesville, Ohio 


ITH the approach of autumn, dressed in _ natural color harmony to beautify his fall displays 
her beautiful eye-attracting colors of and obtain new ideas. These ideas can be carried 
orafge, purple, yellow and wonderful out in the making of his fall cards and posters. 
shades of brown, the show card writer If you think that color does not play a real, liy- 

and displayman enters into a sphere of golden op- ing part in merchandising, you only need to pause 
portunity for capitalizing on the wonderful works and think of the fabulous sums expended each year 
of nature. In fact, nature seems to have done her by such firms as Hart, Schaffner & Marx, the manu- 
best at this season of the year by painting with facturers of Chesterfield cigarettes and others too 
her magic brush the fields of golden rod, and the numerous to mention, for hand painted posters 
forests, in wonderful hue. which are later lithographed and posted from one 
The card writer or displayman who appreciates end of the continent to the other. These organiza- 
beautiful color combinations, will find his time well tions are fully cognizant of the selling power of 
invested in a trip to the country and into the woods. these beautiful colored posters. 
Here he can find sufficient inspiration from the Sometime ago, while in Chicago, I observed the 
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Some of Mr. Mansfield’s Show Cards in Which Color Corresponds Exactly with the Autumn Season of the Year 
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Deft 


Fall is opening up. You “want what 


y what you want when you need it.” 
- you want when you want it.” Send Reg. Perfect S. Pat. Off. Don’t take chances; take “Perfect 
your orders to Daily and you'll “get BRUSHES ano SUPPLIES Stroke” Brushes and Supplies. 





Dainty pastel tones. Will cover with one-stroke of white. 


Blue, Orange, Brown, Rose, Pink 


SEND FOR COLOR CARD | 
Style No. 174 
\% pt., each $0.35; set... .$ 3.65 | pt., each 1.00; set.... 


V4 pt., each .60; set.... 6.25 1 qt., each 1.75; set.... 
F. O. B. Dayton 





Daily’s Air Brush Liquid Colors’ 


Soft, brilliant, waterproof—will not flood or clog the brush. Produces 


Eleven Colors—Black, Red, Light Green, Dark Green, Purple, Yellow, 


10.45 
18.25 








New Catalog No. 11—Send for It! 


‘. BERT L. DAILY ™"2.yio'éie"™* 








A I R B R U S H ES Paasche or Wold makes—used and recommended the 


world over for practicability and serviceability. Full information contained in 
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} better work in the same time. 















































better with a Paasche. 















¢ and the, most easily a CaS ai 
matipul Eee a | Better Displays 
and more of them 


With a Paasche Air Brush you do more work and 


The effects you 


produce are striking, effective and sell more mer- 
a | chandise. Even the finest free-hand work is done 


y 
ftom cn, oe "F.8¢h eae SEND FOR NEW CATALOG. 
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1H) | Apsara . fF PAASCHE AIR BRUSH CO., 


Chicago, Ill. 





q 1016 Diversey Parkway 


HENRY C. BUTLER, Hawarden, Eng., British Distributor 
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beautiful windows of Marshall Field & Co., and 
Maurice L. Rothschild. In each window of these 
establishments was ornamental display equipment 
that was correct in color unity with the merchandise 
displayed. Attractive cards, well lettered and de- 
signed in color, could not help but attract those who 
passed. 

Suffice to say that if such establishments as 
those mentioned devote so much attention and ap- 


propriate such sums for the purpose of display’ 


through their windows, it would seem to me that 
we, who are out here in the display field in a much 
smaller capacity, should ‘spice’ up our windows and 
make them more seasonable. Our show cards 
should be made more colorful and attractive and 


“we should strive, more than ever, to make our 


windows real sales producers. The cards herewith 
illustrated are done in fall colors, in poster style. 

The upper left hand card is lettered in white 
on a black background, the design being in maroon, 
cream, light blue, black, and tan. The lower left 
hand card advertising men’s hats is plain black let- 
tering on a cream-colored card,the border being 
made seasonal with fall leaves. The large center 
card is of French grey mounted on chocolate-col- 
ored board. The lettering was in dark brown. The 
poster was done in orange, black, lemon yellow, 
grey and gold. 

The upper right hand card advertising the fall 
hat exposition has the Stetson trademark done in 
browns and light green, the hat being in the fall 
grey color, with the black hat band. The autumn 
leaves in the border are in true autumn colors, The 
lower right hand card is in dark brown, the let- 
tering in lemon yellow and the autumn leaves in 
natural colors. 





FIRST ORDER TO BE SENT BY AERIAL MAIL 

So far as known, the first order by air mail ever re- 
ceived for sign painters’ or card writers’ supplies, was 
delivered to Bert L. Daily, “Perfect Stroke” distributor, 
in Dayton, O., on August 7. There was a certain “eternal 
fitness” in this owing to the fact that Dayton was the 
pioneer aeronautical city in America, if not the world— 
the Wright Brothers have taken the lead in heavier-than 
air machines twenty years ago. 

The history-making order was from E. B. Murray, St. 
Joseph, Mo. It was postmarked “St. Joseph, Aug. 6, 9 a. m.” 
and arrived in the Gem City at 1 p. m. the following day. 
The special air postal rate was sixteen cents, as per stamp 


attached. 


September, 1924 





Old English Figures Draw Interest 


Will be much in demand this year for Christmas 
decorations, it is believed 


One of the most attractive features of Christmas dec- 
orations’this year are the Old English figures. One, illus- 
trated herewith, is a candle bearer, authentic as to detail 
in costume and color. ‘The candle bearer was an old 
English custom in the middle ages. The boy pages led 
the Christmas processions, bearing candles in most in- 
stances as large a themselves. The figure is made of com- 
position material and stands about forty-five inches high, 
wired so that the candle is electrically lighted. 





To match the candle bearer, there are also three carol 
singers, one with a sheet of music, one with the old 
English equivalent of the guitar of today, the other holding 
the wrought iron lantern. They are of the same middle 
age English period and make excellent companion pieces 
to the candle bearer. The figures are particularly suitable 
for ledges throughout the store and their flavor is the 
real Old English Christmas. They are creations of Harry 
Taylor and Associated Artists, 209 West 34th Street, New 
York City. ; 








MASTER-STROKE BRUSHES 


WRITE RIGHT NOW for a copy of our Card Writers’ Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. 


DICK BLICK CO. — BOX 437D — Galesburg, Ill. 
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rest Exchange of Displays Creates Stir 


tmas (Continued from page 28) 





























the idea, and that has brought results, for the more 
an idea is talked about, the more business that will 


dec- 

illus- accrue to the merchant. 

detail We watched the effect on passersby as they first 
a old noticed the displays. They would look, then look 
Pe ain, realize that th hi 

Do again, realize that there was something wrong or 
wey different, then look up to the name of the store to 


high, find “their location.” They would then read the 
sign in the window which directed them to the 
place where the goods could be obtained, and by 
that time, the idea was brought to light. One 
prominent man who has known “Main Street” here 
for years wanted to get something at Hattenhauer’s. 
He started into the drug store, got to the door, then 
the display of clothing came to his attention. He 
thought he had started in the right store, yet when 
he saw this display, he felt he had made a mistake. 
He turned to leave and then noticed what it was all 
about. 
The stunt is a good one for a town of this size, 
where the location and setting of the various stores 
are so well known. 


LETTERING 
“Pondabla sts your Dispieys 
ahayer 223 Lexington Ave. NY. 


WATCH THE CROWD 


stop and iook in the windows that are lighted 
at night. You’ll know that that merchant has 
the A & W Electric Time Switch turn on and 
off his lights and signs at the proper time. 





SPECIAL BRUSH OUTFIT NO. 10 
FOR SIGN PAINTERS 


We have sold hundreds of these outfits, which are 
sold at a popular price to introduce our line of letter- 
ing brushes. 

No. 10 OUTFIT CONSISTS OF 
Nos. 1 to 8. C. H. Japanners’ Pencils. 


































Send for booklet. Value - $1.21 

The A & W Electric Sign Co. No. 10. Ex. Large C. H. J aka 7 
2126 EB. 19th St., Cleveland, 0. Pencil. Value $ 40 
yy, 4%, %, % and l-inch Flat Cc. H. 








Letterers. Value _ -$1.05 
%, %, WH-inch. C. H. Perfect One 
Stroke. Value $0.85 
4%, %, %-inch Flat Ox Hair. Value_$1.38 
Metal Telescope Brush Case. 


















J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
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lding Advisor in National Campaigns—Local Display Serv- Value 2 _-$ 50 

iddle ice—Complete Service for National Advertiser aes 

ieces Manager, J. D. Williams O ; $5.39 
ne customer writes: 

table — “No. 10 Special Outfit Brushes re- 

; the ceived and are highly satisfactory. I 

larry do not believe they could be dupli- 





Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
fore it DOES THE WORK as it should be done, and it 
LASTS A LIFETIME. 







cated in this city for $10.00.”— 
Morton Smith. 


This No. 10 Outfit Sent 
Postpaid for $4.00 

Try this—You will not be disappointed. 
Money Back if Not Satisfactory. 


Ask for Complete Catalog No. 40. 
96 Pages—lIllustrated—Full of Painters’ Wants. 


GEO. E. WATSON CO. 
“The Paint People” 
62 W. LAKE STREET CHICAGO, ILL. 


New 






















































Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE., - CHICAGO, ILL. 
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Use Coit’s Ball Bearing 
Lettering Pens 


Standard Set Assorted Sizes 
46”, 14", 36” and 36”, $1.50 


Can be used with ordinary ink, show card 
colors, drawing inks and water colors. 








Drawn 
With 
Coit 
Pen 











You can make any style lettering from the 
finest line to the heaviest with the Coit Let- 
tering Pen. 
No skill required. Equal to brush work. 
Made of Special brass with ball-bearing end 
and ink retainer. 


At your local dealer, or if not supplied, 
send us his name and we will fill order. 


THOUSANDS. OF SATISFIED USERS. 


Manufactured by 


The Bridgeport Pen Company 
BRIDGEPORT, CONN., U. S. A. 























SILK SCREEN PROCESS 
SUPPLY CATALOGUE 


Just Off the Press 


LISTING: 


““Strong’s Simplified Press Paint Process 

Outfit,”’ Silk, Squeeges, Frames, Cutting 

in Color, Thinner, Sizing Liquid, Pro- 
cess Units, Paste Colors, etc. 


Every card writer is invited to write’ for 

this new catalogue, also our regular sup- 

ply catalogue of card and sign writers’ 
equipment. 











Address SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 
The Pioneer Line Twenty-four Years of Service 


mite $$$ | 











W. D. A. A. Convention Sept. 29th 


(Continued from page 20) 


Demonstrations as follows, in charge of S. Fisher, of 
Chicago: 

HICKOK BELTS—Speaker, H. W. Schulze, assistant 
sales manager, Hickok Manufacturing Co., Rochester, 
N. Y.; display demonstrator, J. H. Hilton, Merchants 
Display Service Co., Akron, Ohio. 

WELCH GRAPE JUICE—Speaker, C. H. Gager, assis- 
tant advertising manager, The Welch Grape Juice Co., West- 
field, N. Y.; display demonstrator, Leo Kaplan, Dis-Play- 
Well Window Decorating Co., New York City. 

PARIS GARTERS—Speaker, Joseph M. Kraus, adver- 
tising manager, A. Stein & Company, Chicago, IIl.; display 
demonstrator, J. Duncan Williams, display specialist, Chi- 
cago, II. 

FLIT—Speaker, Evans E. A. Stone, Standard Oil Com- 
pany of New Jersey, New York City; display. demonstra- 
tor, A. A. Lesser, Universal Window Display Service, 
Boston, Mass. 

PRO-PHY-LAC-TIC TOOTH BRUSHES — Speaker, 
John H. Moore, advertising manager, Florence Manufac- 
turing Co., .Florence, Mass.; display demonstrator, S. 
Fisher, Fisher Display Service, Chicago, IIl. 

PETERS CHOCOLATE—Speaker, G. Farrell, manager 
field advertising, Lamont, Corliss,& Company, New York 
City; display demonstrator, B. J. Millward, of Noyes Bros. 
& Cutler Display Service, St. Paul, Minn. 

SKINNER’S MACARONI—Speaker, H. M. Hudspeth, 
assistant sales manager, Skinner Manufacturing Co., Omaha, 
Neb.; display demonstrator, George Strief, Jr., Regal Ad- 
vertising Agency, Cleveland, Ohio. 

4:00 O’clock—Address, “The Part the W. D. A. A. Can 
Play in the Game of Advertising,” Arthur Freeman, 
president, The Einson-Freeman Co., Inc., formerly ad- 
vertising manager R. H. Macy Co., and Gimbel Bros., 
New York City. 

4:30 O’clock—Address, “Admission of the Window Display 
Advertising Association to the Associated Adver- 
tising Clubs of the World as a Departmental’— 
Edwin L. Andrew, assistant to manager, Department of 
Publicity, Westinghouse Electric & Manufacturing Co., 
East Pittsburgh, Pa. 

5:15 O’clock—Adjourn for evening. 


Evening Session 


7:00 O’clock—Smoker and get-together meeting and lunch- 
eon, arrangements in charge of the Cleveland members 
of the association. 


SEPTEMBER 30, 1924 
Morning Session 

10:00 O’clock—Convention called to order by C. T. Fair- 
banks, vice president. . 

10:15 O’clock—Address, “The Small City Dealer’s View- 
point of Window Display”—J. T. Northrop, advertising 
manager, Smith-Winchester Company, Jackson, Mich. 

11:00 O’clock—Address, “Window Display Advertising— 
the Past and the Future”’—Carl Percy, president, Carl 
Percy, Inc., New York City. 

12:00 O’clock—Adjournment, busses leaving hotel ‘for Nela 
_Park, National Lamip Works. ; 


Afternoon Session 
1:15 O’clock—Luncheon, Cafeteria, National Lamp Works, 
Nela Park, arrangements in charge of Cleveland mem- 
bers of the W. D. A. A. 
2:30 O’clock—Convention called to order in the Nela School 
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of Lighting, by Arthur Freeman, chairman Board of 
Trustees. 

Address, “Proper Window Illumination and What It 
Means to National Advertising’—A. S. Turner, Jr., 
lighting service department, Edison Lamp Works, Harri- 
son, N. J. 

Address of Welcome to Nela Park, by some of exe- 
cutives of National Lamp Works. 


3:15 O’clock—Lighting demonstrations and trip about Nela 


Park. 


5:00 O’clock—Round table discussion at Sales Camp, Nela 


6: 


7: 


Park, chairman, Arthur Freeman. Each member has 
privilege of submitting not more than two questions for 
discussion at this round table, time limit and other de- 
tails to be fixed by the chair. 


30 O’clock—Visit to Historical Room at Nela Park. 
Music by orchestra. 

Evening Session 
00 O’clock—Annual banquet, Nela Park Cafe. Special 


musical and entertainment program. “Scotch,” Andrew W. 
Murdison, Buffalo, N. Y. 4 
Illustrated address, “Merchandising Through the Win- 
dows’”—R. G. Pankow, merchandising expert, The West- 
ern Company, Chicago, III. 
Address, “Use of Emotional Appeal in Merchandising”— 
Martin L. Pierce, merchandising and research expert, 
The Hoover Company, North Canton, Ohio. 
Discussion of resolutions. 
Adjournment. 

OCTOBER 1, 1924 


Morning Session 


10:00 O’clock—Convention called to order. 
10:15 O’clock—Address, “The National Advertiser’s View- 


11 


point of Window Display”—Joseph M. Kraus, advertis- 
ing manager, A. Stein & Company, Chicago, III. 

:00 O’clock—Address, “What the W. D. A. A. Can Ac- 
complish by Research Work”—R. O. Eastman, research 
expert, R. O. Eastman, Inc., Cleveland, Ohio. 

:30 O’clock—Report of Research and Survey Commis- 
sion, A. T. Fischer, Cleveland, Ohio, chairman, on ques- 
tionnaire sent to 2,000 national advertisers, and recom- 
mendations of the commission for raising the standard 


of efficiency in the window display advertising field. 


12:00 O’clock—Presentation of resolutions for adoption. 


12 


12 


2; 


4; 
5: 


:30 O’clock—Adjournment. 

Afternoon Session 
:30 O’clock—Joint luncheon wth the Advertising Club at 
the Hotel Statler ball room. Speaker of national prom- 
inence to be amnounced by the Cleveland Ad Club. 
Reading of Standards of Practice of the W. D. A. A. 
30 O’clock—Convention called to order. 
Business. session. 
Election of Board of Trustees. 
Report of committees. 
Selection of next meeting place. 
Unfinshed business. 
00 O’clock—Meeting of Board of Trustees to elect officers. 
00 O’clock—Final adjournment. 





CHANGE IN DISPLAYMEN IN ST. LOUIS STORE 
J. H. Everetts, who has been display manager for B. 


Nugent & Brothers Dry Goods Co., of St. Louis, has re- 
signed and is now display manager for the Block & Kuhl 


Co,. Peoria, Ill. 


He was succeeded at the St. Louis de- 


partment store by Harold Felgenhauer, a well-known dis- 
playman who was connected with the Famous & Barr Co., 
St. Louis, under Walter Zemitzsch and later was display 
Manager of the LaMode, Dallas, Texas. 
has already entered upon his new duties. 


Mr. Felgenhauser 
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Measured By 
Results 


If your display cards are to be meas- 
ured by the number of sales they help 
create and not by the mere cost of pro- 
ducing them—careful selection of the 
cardboard itself is essential. 


Nat-Mat boards are offered in num- 
erous suggestions; namely, unique and 
original cut-out designs, or with distinc- 
tive beveled and colorful edges, also 
scores of colors in flat sheets. Ideas 
for every season. ‘Write for our free 
sample book and illustrated circular. 


National Card, Mat & Board Co. 


Manufacturers 


Chicago, II. 























The F'ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of-18,000 Users 


=== 





Write for Catalog 52 D 


& Chandler 


CHICAGO 


Thayer 


913 Van Buren, 




















The Drawing Master 
All-Metal, Adjustable 


Pantograph 

A precision instrument, indis- 
pensable for lay-outs, signs, card 
or display work. Fully adjustable, 
with an extremely simple, positive, 
and almost instantaneous adjusting 
device. 

Made of the finest possible ma- 
terials, and absolutely guaranteed. 

From your favorite supply dealer, 
or direct from us. 


Price $3.00 Postpaid 
DRAWING-AIDE CO. 








228 Caxton Bldg., Cleveland 


























Card Writers’ Materials | 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 


8281 E. MAIN STREET RICHMOND, VA. 
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Fall Ideal for. Black Backgrounds 


Touches of autumn color show up best when placed on cards of this 
kind, especially with unique cut-outs 


By FRANK DODSON 
Display Manager, Globe Shoe & Clothing Co., Pittsburg, Kansas 


ALL provides the necessary touches of color 
that combine with the black background 
card, which I have described in a series of 
articles in The DISPLAY WORLD, so 

effectively that the displayman and card writer should 
find little difficulty in providing something attractive 
“or almost any display he might conceive. 

In cut-out cards, particularly when black back- 
grounds are used, the shape and style of the cut-out are 
most important. Unless they are laid out in such a 
manner that the cut-out portion of the poster effect 
extends in proper proportion beyond the end of the 
card, the entire value of the layout may be lost. 


In submitting five cards for fall displays this month, 
I am providing the readers of The DISPLAY 
WORLD with some thoughts in cut-outs. I ama great 
believer in distinctive designs. To have show cards in 
the window at all times creates an impression on the 
public—an impression that perhaps it’s the same old 
story, so they pass them up and glance only at the dis- 
play. I have found that black background cards, if 
attractively prepared, never fail to arrest the attention 
of the public. But even these would grow tiresome 
unless these is a change now and then. 

In changing from the outline shown in the cards 
illustrating my article in The DISPLAY WORLD for 


si oe 


Some Appealing Black Background Show Cards by Frank Dodson, Pittsburg, Kansas 
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August, I am using a card for the fall displays that 
not only gives a pleasing contour, but provides the op- 
portunity of extending the cut-out poster effects. As 
I have stated, fall offers the displayman every advant- 
age in color, and I believe I have grasped all the op- 
portunities available in giving these cards touches of 
color that draw interest from the public. I am, in fact, 
convinced of that, by the interest shown in behalf of the 
persons who have stopped to gaze at these cards. 

The card in the upper left hand corner of the illus- 
tartion, entitled “Hats for Fall,” is outlined in lavender, 
the protruding trees in black the sky in deep orange and 
the shrubbery in mauve with a sprinkling of blue. 


The center card, “Shoes” is outlined in mauve, with 


a turquoise sky, the tall trees to the left extending be- 


yond the top of the card being in burnt orange, outlined 
in black. 

The upper right hand card, “Fall Styles,” is given 
plenty of autumn coloring, the trees being dotted with 
true fall colors, the sky of deep orange and the mono- 
gram done in burnt orange. 

The lower left hand card, “Fall Exhibit,” gives op- 
portunity to put the poster effect in the trees, making 
them deep black against the orange sky, the outline 
being in lavender and the Hart, Schaffner & Marx 
trademark, a combination of black, gold, orange and 
grey. 

The lower right hand card, “Shirts for Fall,” is 
a simple effect in lavender outline, the bird in blue, and 
acombination of autumn colors providing the remainder 
of the effects, the emphasis lines below the lettering, 
being of magenta. 


’ 


Pure white lettering is used on all the cards, and 
stands out effectively with the color combinations and 
black backgrounds. 





J. W. HILLER, JR., JOINS THE PALMENBERG STAFF 
The recent appointment of J. W. Hiller, Jr., to the 


sales force of J. R. Palmenberg’s Sons, Inc., is one that 


should prove of mutual advantage. Mr. Hiller will cover 
the territory of Indiana, Ohio and Michigan, taking the 
place of Mr. A. J. Hills, as representative of this display 
fixture concern. In addition to a wide acquaintance in 
this territory, Mr. Hiller brings many years’ experience 
in the display field to his. new firm. At the present time, 
Mr. Hiller is renewing acquaintances in his field and is 
not yet permanently located as to residential quarters. 





MANUFACTURE MANY ARTICLES IN BRONZE 


The Chicago Architectural Bronze Co., 4740 North Clark 
Street, Chicago, Ill, has become very active in the window 
and store display field, and manufacture many articles in 
bronze that will appeal to the display field, including bas- 
reliefs and statuary, metal work, grilles, wickets, bronze 
Memorial tablets and honor rolls, bronze signs, doors, 
backgrounds, fittings, etc. Particular attention is to be 
Ziven to store front bronze signs and fixtures, while many 
articles will be manufactured for use in windows, since 
the use of bronze in this particular field is increasing so 
Tapidly, 









































COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayma'n. 


BRUSH OUTFIT FOR $2.00 














1 No. 12 Pure Sable Rigger $ 90 
1 No. 8 Pure Sable Rigger-_--- 50 
1 No. 6 Pure Sable Rigger_- ee 
2 2-Ounce Water Color (Red & Black)------. 50 
1 Razkut Card Cutter____- 25 
1 Show Card Instruction Book—FREE 

TOTAL VALUE -$2.50 





PEN OUTFIT FOR $1.00 


1 Set Speedball Pens 

















1 2-Ounce Speedball Ink_u e “a 
1 Speedball Instruction Book 15 
1 Double End Penholder 15 
1 Set (12) Round Writing Pens y .20 

TOTAL VALUE. $1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


oArthur CF. dloerauf ©Co. 
525 Woodward Ave., Detroit, Mich. 
Send for Illustrated Catalogue 


HURLOCKS SS 


FPL FINISH 


SHO CARD BOAR 


23 DISTINCTIVE: MACNIFICENTFCOLOR 
SAMPLE CARD COLORS SHOULD BE IN 
EVERY STUDIO : SEND FOR YOURS: 













































HURLOCK BROS.COMPANY ine. 
3436-38 MARKET STREET 
PHILADELPHIA 
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Pacific Coast Display Activities 


Advance fall windows and clearance sales of summer 
goods featured in most of stores 


By DAVE E. ANDERSON 
Special Correspondent, The DISPLAY WORLD 







UGUST found the Display Departments of 
all Los Angeles stores devoting their efforts 
to notable selling events of the Summer clear- 
ance sales, this being the case with almost 
every retail establishment in the city. How- 

ever, the last few days of the month many displays were 
in evidence featuring new Fall fashions and apparel for 
the younger generaton which soon will be beginning the 
new term of school. 
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At Bullock’s there is a series of five windows on the os 

Seventh Street side which feature the school fashions, asa 

“Smart and Practical.” In each window against the back- I 

YOU HAVE EVER SEEN Bart 















ground is a panel of tan felt upon which are painted life- 


LARSON perks BIEDERMAN es Sete eee sine preg Mengde se ' 
ROBSY. Le MENDE isplays ezgienne Frocks tor the ig choo 18S. — 


At one side of the window is a girlish wax figure becom- 











































SOME MEN! ingly dressed posed before a large globe. Schoolroom boys 

All Aces in the Art Flower Game equipment adds greatly to the atmosphere. In the next 20 
window featuring Collegienne Hats the panel shows only 

SOME LINE! the dainty heads adorned with clever little school hats, Com 

Stands Ace High with the Trade while with this display there is used a scarlet drape and " 

Be Sure to See Our Men black felt mat. Another window shows frocks for the tiny ~~ 

or Write for Catalogue miss just beginning school days, and another footwear for whol 

both small boys and girls. The last window of the series, ea 

the large corner window, is devoted to merchandise from _ 

the “Young Men’s Shop.” Adding interest to this excellent a. 

window are framed pictures of famous athletes in action, Ba 
placed: here and among the “snappy” clothes. Other win- 

dows at Bullock’s are displays featuring new Fall mer- eae 

chandise, one an excellent footwear window, another show- itor 

ing latest modes in Fall millinery, while still another the _— 

Fall street frocks. The corner window is devoted to a 


“Plaid Butterfly Silk Voiles” arranged in graceful — high 
drapes. 

The windows of J. W. Robinson Co., always attractive 
because of the simple and effective arrangement of the 
superior merchandise, show a great variety of displays. 
Two of the Seventh Street windows feature new Autumn 
wraps—one in garments of “Shutter Green” and the other 
Authosinaniaie: Peusieted and Peabeuie Maee- in.coats of rust and brown shades. The corner window at 
trated, Written by the Foremost Authority of Seventh and Hope Streets is devoted to beautiful drapes 

DISPLAY AND DRAPING of novelty laces and chiffon. Another window contains an 

advance showing of Christmas greetings for engraving. 

sags ee rent. 9 a A plateau, about four feet wide, elevated in the rear, was 
Philadelphia, Pa. built in the window. 

stk. Art.:6f> Dréelan «for Mbebteniile (Db- The windows at the May Company never fail to attract 

play is a text.treatment, fully illustrated, cov- admiration. The corner window at Eighth and Broadway 


disple 


A Complete, Modern and Practical Text Book, 


__ering the subject in minutest detail. | It begins is devoted to the showing of new Fall coats in a variety of 
with the first introduction of display and goes in the newest shades. The other large corner window con- 
complete sequence to the modern method of ap- tains a display of hand-tailored suits for men. With this 


plication of the art. 


The subject is handled in such a way as to be arrangement a temporary background is being used com- 
of the greatest help to all displaymen regardless posed of scenic screens and black silk velour drapes. The 
of the branch of display work in which they are wax figure of a man dressed in dashing cowboy attire be- 
oie acl Sok for Seer ee Binding— fore a scenic panel of a range scene calls attention to an 

128 Pages—Page Size, 714x10% excellent display of the new Fall Stetson Hats. Two of 
the Eighth Street windows are devoted to school clothes, 
Per Copy $3.00 Postpaid frocks and hats—one for girls and the other clothing for 


Together with a year’s subscription to The 
DISPLAY WORLD for only $4.00. 


Send your order now to teresting information concerning Los Angeles schools, such 
The DISPLAY WORLD as enrollment, average daily attendance and cost of mainte- 
CINCINNATI, OHIO 


boys. Against the background of each window is a panel 
suggesting a parchment diploma, upon which is given i1- 
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Contest Interest Growing Greater 


National advertisers find increasing number of entries with each 
event—Several important contests are concluded 


UDGES making decisions in the annual window 

display contest of the United States Rubber 

Company of New York, for window displays 

of Keds, the. nationally advertised rubber- 

soled shoe manufactured by this corporation, 
gave the first prize of $200 to the Palace Department 
Store, Spokane, Washington, for a clever display by Karl 
Amdahl, display manager, who is chairman of the Pacific 
Northwest Display Men’s Convention to be held in Spokane 
in September. 

The second prize of $100 was awarded the Famous- 
Barr Co., of St. Louis. Third prize of $50 went to the 
Chamberlin-Johnson-DuBose Company of Atlanta, Ga., 
Winners of the six $10 prizes were: J. N. Adam and 
Company, Buffalo, N. Y.; H. C. Prange Company, She- 
boygan, Wis.; Leon Kahn Shoe Company, Dallas, Texas; 
Hanke Brothers Company, Cincinnati, Ohio; Louis Saks 
Clothing Co., Birmingham, Ala., and the Meyer-Livingston 
Company, Bloomington, IIl. 

In the opinion of the judges, the Palace Department 
Store of Spokane, had the best selling window in the 
whole field of contestants. The wax figures were very 
lifelike and attracted much attention. The display was 
nicely balanced and showed enough merchandise without 
being crowded. 

Officials of the advertising department of the United 
States Rubber Company report that the window displays 
entered in this year’s contest far eclipsed all previous 
efforts along this line. The quality of the displays was 
unusually high and every -window was one which sold 
merchandise, and much of it. The company is so gratified 
by the results that it is planning to make the 1925 window 
display contest an even greater one. 


Display by Karl Amdahl, for Palace Department Store, Spokane, Wash., Winner of First Prize in Keds Contest 


Gold Medal Camp Furniture Contest is Success 

The window display contest put on by dealers handling 
Gold Medal Folding Furniture during National Gold Medal 
Comfort Week, June 28th to July 5th was a signal success. 
Several hundred alert merchants entered this contest, 
among them being hardware, furniture and tent and awn- 
ing dealers. Twenty cash prizes were awarded, the first 
five going to the following entrants: 

First prize, The Indianola Hardware Company, Indianola, 
Iowa; second, Morehouse & Wells Co., Decatur, Ill.; third, 
Oklahoma City Tent and Awning Co., Oklahoma City, 
Okla.; fourth, C. Frautschi & Sons, Madison, Wis.; fifth, 
Doyle Furniture Company, Galesburg, -IIl. 

The next 15 prizes were awarded to the following: 
Woolson Company, Mt. Vernon, Ohio; Wheeling Tent & 
Awning Co., Wheeling, W. Va.; J. L. Halbert, Athol, Mass. ; 
Harry J. Cooper, Oswego, N. Y.; Scofield Co., Sturgeon 
Bay, Wis.; Kimball-Upson Co., Sacramento, Cal.; Buchans 
& Black, Syracuse, N. Y.; P. H. Peters & Co., Albion, 
N. Y.; Phoenix Tent & Awning Co., Phoenix, Ariz.; C. K. 
Lawson Hardware Co., Hastings, Neb.; The Outdoor Store. 
Seattle, Wash.; Kelley-Duluth, Duluth. Minn.; George F. 
Mott, Riverside, Cal.; Ray E. Ellis Co.. Wichita, Kansas; 
L. Schoenfeld Co., Tacoma. Wash. 

To every merchant who, exclusive of those above, sent 
in a photograph, a special consolation prize was given. 
The amount of enthusiasm shown by dealers was unusual 
and great resourcefulness was shown in getting up the 
displays. Whether the photogrphs were prize winners or 
not, the display they illustrated served to increase the mer- 
chant’s business not only on Gold Medal Folding Furniture, 
but all other lines as well. 

The Indianola Hardware Co., of Indianola, Iowa, w'n- 
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Winners in Gold Medal Camp Furniture Contest—Upper left, 
display by Indianola Hardware Co., Indianola, Iowa, winning first 
prize; center, display by Morehouse & Wells Co., Decatur, IIl., 
winning second prize; lower right, display by Oklahoma City Tent 
& Awning Co., Oklahoma City, Okla., winner of third award. 


t 


ners of the first prize, deserve special mention for the 
combination of sales punch and artistic effect which their 
displayman got into their display. This display shows an 
ideal setting for a camp ground. The camp ground appears 
to be located by the side of a small stream of water, the 
water being kept running by means of an electric pump. 
The display of Gold Medal Folding Furniture and a large 
number of other associative products surely give to the 
onlooker a feeling of hunger and thirst. for a vacation in 
the great out-of-doors. In the background, the painting 
of a mountainous region, with a small stream of running 
water, served to add reality to the scene. 

The Gold Medal Camp Furniture Manufacturing Co., 
appreciates the enthusiasm and co-operation of dealers in 
so successfully putting across Gold Medal Comfort Week. 
This kind of co-operation encourages the manufacturer 
to invest in effective, national advertising. This contest 
came as a climax in the Gold Medal National Campaign, 
the only campaign of its kind which has been appearing 
in the Saturday Evening Post. Plans are under way for 
a more comprehensive campaign than ever for next year 
and it is the desire of the manufacturer that every co- 
operating merchant will obtain results which will measure 
up to every expectation. 


Pyralin Toiletware Featured in Contest 


The Pyralin Merchandise Service Department of E. I. 
du. Pont de Nemours & Co., Inc., of Wilmington, Delaware, 
conducted a very successful contest for displays of Pyralin 
toiletware recently. The displays were shown in con- 
junction with the “Start-a-Set” sale, which was held June 
2 to 7 in all parts of the country. 


One of the primary factors in judging the displays sub- 
mitted was the prominence with which the “comb free with 
every brush” idea—the keynote of the sale—was expressed. 
The first award of $100 went to Mr. Henry A. Remillard, 
display manager for McAuslin & Wakelin Company, of 
Holyoke, Massachusetts, The window was attractive with 
a huge Pyralin comb is the central part of the background. 

The prize winners in the contest were as follows: 

First prize, $100—Henry A. Remillard, display manager 
McAuslin & Wakelin Co., High, Dwight & Maple Streets, 
Holyoke, Mass.; second, $50—J. H. Dowd, display manager 
Square Deal Miller, Inc., 401 Grand River Ave., W., Detroit, 
Mich.; third, department store field, $25—Harry W. Hoile, 
display manager, Rorabaugh Brown Dry Goods Co., 213 W. 
Main Street, Oklahoma City, Okla.; third prize, jewelry 
store field, $25—Edward A. Pfister, 1502 Genessee Street, 
Buffalo, N. Y.; third, drug store field, $25—Fred A. Gross, 
display director, The Owl Drug Co., 16th & Mission Streets, 
San Francisco, Cal. 


Make Announcement of Christmas Display Contest 


Announcement has already been made by the Automo- 
tive Equipment Association, 1809 City Hall Square Build- 
ing, Chicago, of the annual Christmas window display con- 
test: Five hundred dollars in cash prizes will be awarded 
by the association to the dealers offering the best window 
displays of automotive parts as Christmas gifts. 

In announcing the contest, Arthur R. Mogge, merchat- 
dising director of the Automotive Equipment Association 
stated that dealers took such an active interest in last 
year’s Christmas campaign that the A. E. A. was prompted 
to duplicate last year’s prizes for pictures of Christmas dis- 
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PO > Opportunity Sxchange “ 


Wen Wanted Positions Wanted Gor Sale Wanted to Buy 








WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC., 
17 Madison Ave., New York City 








POSITION WANTED 

As assistant to display man- 
ager by ambitious young man, 
24 years of age. Have had sev- 
eral years’ experience in win- 
dow trimming, decorating and 
interior display. Can furnish 
best of references as to char- 
acter and ability. 


Address “P. B.” . 
Care Display World 


Have 


writer. 
cellent opportunity. 
application, 


cards and state salary expected. 


CLARKE & CO., 
Peoria, IIL, 


an opening for card 
Position affords an ex- 
In making 


send samples of 











FOR SALE—The Fit-rite Sta-on Win- 
dow Sock for decorators. Patented May 
20, 1924. Made of fleece lined elastic Jer- 
sey Cloth. Fits over any shoe. An elas- 
tic band is taped and sewed in the top 
and they cannot come off. Price 75c pr.; 
$4 half doz.; $8 doz.—postpaid. J. M. 
WALTERS, Mfr., 220 South Benton Way, 
Los Angeles, Cal. 











NEW ENGLAND .POSITION WANTED— 
Display managet desires position with 
moderate size store or as assistant display 
manager with large store in Boston, Mass. 
within next few weeks. Have had thor- 
ough training in every branch of display 
work and am at present located with a 
em display econ Salary mod- 
Address H. 
See “8, 318 W. 57th Strect. | New York City 








BUY this Beautiful Candle Plaque—Suit- 
able for any Ohristmas window. A $30.00 
McCallum creation in perfect condition, 


carefully 


address for $15. 


SMITH WINCHESTER CO. 
Att, J. T. Northrop, Adv. Mgr. 


packed and sent prepaid to any 
00 


Jackson, Mich. 

















play windows. Fifteen prizes will be divided as follows: 
First, $150; second, $100; third, $75; fourth, $50; fifth, $25, 


and then ten prizes of $10 each. 


Contest Held During the Hay Fever Season 


The Clinical Laboratories, Cleveland, Ohio, manufac- 
turers of Rinex, a hay fever remedy, conducted a window 
display contest for displays of their product during the hay 





Display by H. A. Remillard for McAuslin & Wakelin 
Co., Holyoke, Mass., First Prize Pyralin Contest 


fever season. Five hundred dollars in 21 prizes were offered 
'o druggists and dealers making displays throughout the 
‘ountry during National Rinex Week, August 24-30. The 
Contest is being coupled up with newspaper and magazine 
advertising. In a smaller contest conducted during July, 


first prize awarded the May Drug Company, Pittsburgh, 
Pa., while second prize went to Huntoon, Lovelace & Gil- 
mer, of Venice, California, the third prize being won by the 
W. H. Rogers Pharmacy, of Madison, Ind. 





FABRICS FOR DISPLAY PROFESSION 
The Windotrim Febrics, Inc., 17 Madison Avenue, New 
York City, has been organized to specialize in the dis- 
tribution of fabrics of all kinds used in window decorating. 


David Stone owns and controls the new company, 
is well-known to the display profession, having been for- 
merly sales manager of the Peerless Plush Manufacturing 
Co., whose line of silk plushes and silk velours, among 
others, the new company will distribute. 

Many of the large chain stores have submitted their 
ideas to this firm with the result that due to thorough 
knowledge of manufacturing problems, special fabrics have 
been produced to meet individual requirements or standard 
fabrics have been immediately available. Recognizing the 
importance of efficient service and immediate deliveries, 
a large stock is always carried on hand, not only of all 
the standard colors and widths of silk plushes and silk 
velours, but also of other fabrics which, Windotrim Fab- 
rics, Inc., have found acceptable to the displaymen through- 
out the country. 





ACCEPTS POSITION WITH AN EASTERN FIRM. 


Floyd A. Davidson, who has been display and advertis- 
ing manager for the Jamestown Hardware Company, Inc., 
Jamestown, New York, has resigned, and on September 1 
assumed his new duties as display manager of the Clark 
Hardware Company, 13 East Third Street, also of James- 
town. 
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A. & W. Electric Sign Co 

Ace Art Flower Co 

Adler-Jones Co 

Andrade Display Service 
Art-in-Bronze Co 

Artistic Wood Turning Works 
Baer’s, Incorporated 

Blick Co, Dick 
Bodine-Spanjer 

Bridgeport Pen Co 

Buckeye Display Service 
Central Institute 

Chicago Mat Board Co 
Chicago Page 

Commerford Co 

Curtis Lighting, Inc 

Daily, Bert L 

Dazians, Inc, 

Detroit School of Lettering 

. Dieterich, Edward A 

Display Publishing Co 
Dis-play-well Window Decorating 
Doty & Scrimgeour Sales Co 
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Eastern Window Display Co 
Electric Window Salesman Co 
Fisher Display Service 
Fontaine Exposition Co., 
Frankel Display Fixture Co 
Frink, Inc., I, P “ 


Hannick, Samuel J 
Hess, Dudley 
Hexter & C., S. 


International Reg:ster Co 
Jenter Artcrafts, Martin 
Jung Co., Geo. H 


Libbey Displays 

Lyons & Co., Hugh 

Murdison Display Service 

National Card, Mat & Board Co 
National Decorative Co 

National Plush Co 

Netschert, Inc., Frank 

Noyes Bros. & Cutler Display Service 
Onli-wa Fixture Co 

Opportunity Exchange 

Paasche Air Brush Co 

Palmenberg’s Sons, Inc., J. 

Papyrus C 

Pauli Corp., K 

Pittsburgh Reflector & RE reStsaean Co 
Progressive Studios 

Renaudes, 

Retlaw Wispuliestions 

Rosco mrs ae Vans 

Roth, Karl L. : 
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Schmiedel, 

Segall & ‘Sons 

Service & Information Bureau 
Shenker’s Display Decorations, 

Smith. Geo. A 


Sun-Ray Lighting Products Co., 
Taylor, Harry 

Thayer & Chandler 

Timberlake & Sons, J. B 

Tork Co. 


te) 
Universal Window Display Service. 
Veit Art Co. He 
Wait. & Glass 

Windowtrim Fabrics, 

Watson Co.. Geo. 

Williams Display Service, J. D 
Windowcraft Valance & Drapery Co 
Wold Air Brush Mfg. C 
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Window Display Group Formed 


(Continued from page 41) 


Interesting Demonstration Is Conducted 


At the conclusion of Mr. Schulze’s address the curtains 
were drawn, exposing to view a strikingly attractive tableau 
window display, the original idea of Mr. Max Safir, display 
manager of the Smith-Kasson Company, Cincinnati, which 
is shown in connection with this article. The part of the 
father was portrayed by Mr. Chester F. Geaslan, assistant 
to Mr. Safir in the Smith-Kasson display department. Miss 
Hattie Adler played the role of the mother, and little Edna 
Flynn, the daughter. The show card on an easel at the 
right of the display told the story as follows: “The Child 
In Its Glory—Playing With Daddy’s Watch, Safely Secure 
With Hickok Belto-Gram, Belt and Buckle.” Mr. Safir'’s 
effort was roundly applauded, and, to add a touch of in- 
terest and entertainment to the meeting, after the window 
was in view several minutts the father turned to the child 
and asked her to sing a song. The mother stepped off 
the stage to the piano and played the accompaniment and 
little Miss Edna Flynn proved herself a remarkable juvenile 
artiste. 

Mr. Safir’s original idea was photographed und will be 
considered as one of the suggested displays sent to dealers’ 
by the Hickok Company. Assisting in making the demon- 
stration a success were: John Webber, display manager 
of Mabley & Carew Company, of Cincinnati, who furnished 
the plush background; The Lowry & Goebel Furniture Co, 
which provided the furniture, and R. M. Booth, Cincinnati 
district manager for I. P. Frink, Inc., who furnished and 
installed the reflectors, spotlights and footlights for the 
demonstration. 





MOVING ELECTRIC DEVICE ENHANCES WINDOW 
DISPLAY ON BUSY STREET 

Sellng typewriters on one of New York’s busiest thor- 
oughfares, where traffic is at its maximum for the twenty- 
four hours day and night, has called for a 100 per cent 
window display effort on the part of a prominent national 
advertiser, The Corona Typewriter Company, of 129 West 
42nd Street. In creating these eye-catching and _ sales- 


attracting window displays, the services of the Martin 
Jenter Artcrafts has been called on which provides fot 
regular changes. In the present display illustrated heft 
with, the Dieterich moving electric device suitable ff 
use all year around has been included for the past month. 
This system allows for its use in many ways including 
large initials and is lighted with a large number of mina 
ture electric bulbs. 
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; > ee. Mr. R. C. Quensell, 
little Edna J % J. R. Palmenderg's Son's Inc. 
sel ; ba 65 Weet 36th St., 
sel at the New York, N. Y. 
‘ 4 
The Child = Dear friend Quensell: 
ely Secure a I am sending under ‘seperate cover, 
* Ye photos of windows of the new store; windows show- 
e; Safir’s ing the wonderful wax. 
ch of in- a I want to call your attention to the 
bride ee natural as like-windows a pleasure 
e window pe with the wonderful fixtures, we bought from 
the child 3 Sorry I could not send them sooner but 
‘ on account of death of our Mr. York, I have been 
epped off somewhat rushed. 


Hoping you can use these, I em 


iment and 
Yours very truly, 


M. RICH & BROS. CO. 
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Or is it just one ofthe many stores in your com- 


munity ? 


If it is just one of the places where an occasional 
pickup of merchandise is made when a customer 
happens to drop in, then you will do only a small 
business and cortiplain about how bad condi- 
tions are. 


But—that can be overcome and you can make 
yours the one outstanding store in your community, 
no matter how large or small it is. 


Good Display windows will build prestige for your 
store. They create the confidence you must have 
from the buying public before their patronage is 
assured. 








' Why not start now to have good windows. There 
is still time for a good F all trim. 


“The Guide to Better Window Displays”. 


shows every conceivable decorative that is neces- 
sary to make your Displays have a real selling ap- 
peal. Write for your copy. It’s free. 
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The Adler-Jones Cog 


649 South Wells Street, 
CHICAGO 
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